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Belvoir Castle in North Leicester has in recent times begun to offer corporate hospitality 
products. The Corporate Hospitality Team pride themselves on offering high-end corporate 
products in a prestigious location, with a wide range of configuration options. 
The aim of this report is to provide a pragmatic foundation for the further development of 
Belvoir Castle‟s corporate marketing strategy, and to make recommendations for its 
development and implementation. Specifically, the following project objectives were agreed 
with the client: 
 Understand the existing product offer and identify any strengths, weaknesses, 
opportunities and threats. 
 Carry out a detailed local and national competitor analysis. 
 Identify suitable target markets. 
 Make suggestions for revising the existing product offer and marketing mix where 
necessary. 
 Review the existing sales process. 
Information upon which this report is based was gathered from a number of sources. Customer 
information was available in hard copy in the castle‟s archives; organizational information was 
gathered through interviews and observation during the three-month study period; and 
information on market competitors was gathered through online research, telephone calls and 
published information packs. A customer satisfaction survey was mailed to all previous 
corporate and private customers of the past three years, and a 37% response rate received. 
A range of methodologies were used in order to address the objectives set, including gravity 
modelling, marketing planning, market orientation, customer satisfaction and servicescape 
concepts. Findings are presented graphically, in tabular form, and as sets of recommendations 
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Belvoir Castle in North Leicestershire has been the home of the Manners family since 1509, and 
has been the ancestral home of the Duke and Duchess of Rutland for over a thousand years.  
Since its original construction in Norman times the castle has been rebuilt four times due to 
complete or partial destruction during the Wars of the Roses, the Civil War and a major fire in 
1816. The castle which now stands on a bluff overlooking the rural Vale of Belvoir is a Regency 
Gothic fantasy built in soft ochre ironstone, completed in the early 19th century. The eleventh 
Duke of Rutland and his family now live in the castle, which is open to the public on selected 
weekends through the year. Over 25000 visitors will visit the castle and grounds this year. 
In more recent times the castle has begun to host corporate events, such as conferences, dinner 
parties, product launches and teambuilding events, largely in order to bolster the estate‟s 
existing revenue streams. The castle is also now available for private hire and for weddings. The 
Corporate Hospitality Team at Belvoir pride themselves on being able to offer high-end 
corporate products in a prestigious location, with a wide range of configuration options. 
Corporate hosting events have, until recently, been predominantly reactive to enquiries by 
organizations and individuals about the possibility of holding events at Belvoir, rather than as a 
result of targeted marketing activity. It is the intention of the Corporate Hospitality Team to 
address this imbalance by developing the castle‟s marketing strategy for corporate and private 
events, and by implementing the resultant tactical systems and behaviours. 
The aim of this report is to provide a pragmatic foundation for the further development of 
Belvoir Castle‟s corporate marketing strategy, based on sound marketing methodologies, and to 
make recommendations for its development and implementation. Specifically, the following 
objectives were agreed with the client: 
 Understand the existing product offer and identify any strengths, weaknesses, 
opportunities and threats. 
 Carry out a detailed local and national competitor analysis. 
 Identify suitable target markets. 
 Make suggestions for revising the existing product offer and marketing mix where 
necessary. 
 Review the existing sales process. 
Information upon which this report is based was gathered from a number of sources. Varied 
customer information was available through previous customer files in hard copy dating back 
fifty months. Organizational information was gathered through interviews and observation 
during the three-month study period, and information on market competitors was gathered 
through online research, telephone calls and published information packs. A customer 
satisfaction survey was mailed to all previous corporate and private customers of the past three 
years, soliciting a 37% response rate. 
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This report aims to blend the requirement to be at once an academic thesis, and a practical 
working document. The document begins with a literature review, in which five research 
streams are identified and reviewed due to their applicability to the objectives set, to the data 
obtainable/ available, and to the client‟s particular interests. These areas are: servicescapes; 
customer satisfaction, market orientation, spatial interaction and gravity modelling; and strategic 
marketing planning. All of the selected areas of literature apply to more than one of the five 
project objectives. Then follows an explanation of the methodology adopted to address each 
objective, which explains how the findings from the literature review are applied to the tasks 
undertaken, and how the tasks undertaken relate to the objectives set. Following this, the 
findings of the study are presented and the implications discussed. The Conclusions and 
Recommendations section aims to provide direct answers to the objectives set, based on all the 
work done. As far as possible, the document is structured around the five objectives, so that a 
line of argument can easily be traced from methodology through to conclusions, and relevant 
literature is cited throughout. Finally, some further research areas are suggested which might 
provide useful insights and further contribute to the in development of the castle‟s strategic 
marketing plan.
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2. LITERATURE REVIEW 
 
A few areas of marketing research were selected for particular focus from the wealth of 
marketing wisdom available, in order to add depth and a variety of perspectives to the analysis. 
The selection of these areas was based on several criteria. The literature stream needed to be 
directly relevant to the objectives set by the client; offering ways of thinking about the problem 
set, suggesting ways of collecting or organising data, or of deriving findings or 
recommendations from the available or obtainable information. Methodologies needed to be 
applicable to the type of organisation being studied and to the specific problems set, and to the 
types of data available. Where possible, it was hoped to shed new light on the problems posed 
by the organisation, thus contributing useful knowledge and fresh insights. Five research areas 
were ultimately selected for focus which matched these criteria. 
Since the implicit aim of the project was to act as a pragmatic foundation for the further 
development of Belvoir Castle‟s corporate marketing strategy, it was decided that a review of 
the strategic marketing planning literature was necessary. The marketing planning literature 
provided the entire structure and methodologies required to „understand the existing product 
offer and any strengths, weaknesses, opportunities or threats‟ (e.g. the „core analysis‟, Dibb, 
2002 and McDonald, 2006). Beyond this, each project objective was couched in terms of its 
relevance and applicability to the marketing planning process. The strategic planning process 
itself was found to provide potential solutions to many of the organisation‟s current concerns, as 
suggested by McDonald (2006), and thus contributed to the project‟s findings. The contribution 
of the sales process to the marketing planning process also provided some key recommendations 
in line with the objective to „review the sales process‟. 
Market orientation (MO) was highlighted as an area of particular interest for the study through 
early conversations with the client. The concepts offered by the literature were found to provide 
a useful starting point for improving the organisation‟s whole marketing approach (Martin-
Consuegra and Esteban, 2007), and to provide mutual reinforcement with the marketing 
planning and customer satisfaction literature („Organisations should identify and satisfy 
customer needs and wants more effectively than their competitors‟, Martin-Consuegra and 
Esteban, 2007). The MO philosophy thus underpins the target market analysis work done in this 
study („identify suitable target markets‟) and also yields consequential implications for the 
requirement to suggest revisions to the marketing mix, the sales process and the product offer.  
It was decided that the best way through which to evaluate the value of the organisation‟s offers 
was through the eyes of the customer, in line with the recommendations of the customer 
satisfaction literature (Anderson et al., 1994). This would lead to insights in to how „product 
offers and the marketing mix‟ might be improved – one of the set objectives. Findings from the 
customer satisfaction survey conducted would have implications for the processes and 
behaviours involved in the sales process and clear inputs to the marketing planning process.  
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It was quickly clear that the physical environment was of critical importance to the 
attractiveness, customer satisfaction and branding of Belvoir Castle‟s corporate offer, yet that its 
importance and mechanisms were not fully understood by the organisation. The servicescape 
literature was found to provide an excellent explanation of the affects of the physical 
environment on a service encounter, and of the salient mechanisms and factors involved. This 
literature provided an interesting view of the customer value of the product offer, and of some 
competitive advantages held by the organisation. It also helped to identify some organisational 
weaknesses and some potential USPs. The findings have implications for the sales process 
(including customer show-arounds) and suggest revisions to the product offer and marketing 
mix. Further research in to the applicability of e-servicescape work to the organisation‟s website 
was flagged, and future targeting work could seek to identify segments which value the 
servicescape features offered at Belvoir.   
Due to the spatial nature of a significant portion of the data available, the literature on gravity 
and spatial interaction models was identified as being of interest, applicability and relevance to 
the project. The methodology was directly applicable to assist in understanding the 
organisation‟s competitive positioning from the point of view of geographic location (Haynes 
and Fotheringham, 1984). By adapting a model derived by Indiana University (Haynes and 
Fotheringham, 1984, pp. 57.), it was also able to shed a new light on the origins from which 
customers tended to come. The findings contributed to the analysis of the organisation‟s core 
(target) market, identifying geographic areas from which customers were more (or less) likely to 
come. These findings led to targeting recommendations and to modifications in the marketing 
mix (e.g. advertising and networking emphases) to compensate for disadvantages of location. 
 
2.1. STRATEGIC MARKETING PLANS 
 
Although the aim of this report is not to produce a complete strategic marketing plan, it is hoped 
that the answers found to the research questions posed will form a sound basis for the future 
development of a comprehensive plan. In order therefore to guide the direction of this study, and 
any future work which might lead on from it, a review of the literature on marketing planning is 
necessary. 
Even a cursory search reveals a wealth of literature and texts on marketing planning, aimed at a 
range of consumers from academics to students to consultants to practitioners. Usefully succinct 
summaries of the planning process, benefits and required products and outcomes have been 
written by Dibb (2002) and McDonald (2006), and more comprehensive treatments are given by 
Stapleton and Thomas (1998) and Best (2009). 
The benefits of the inclusive marketing planning process itself are generally agreed to be 
numerous and are worth separating from the behaviours and outputs resulting directly from the 
completed plan (McDonald, 2006). Benefits of the planning process alone include: 
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 Commercial success (Simkin, 2000). 
 Economic results, with businesses maximising returns by competing effectively to target 
the most attractive customer groups (Simkin, 2000). Increased market share and higher 
profitability (Dibb, 2002). 
 The systematic identification of emerging opportunities and threats (Dibb, 2002; 
McDonald, 2006). 
 Preparedness to meet change (Dibb, 2002). 
 Identification of competitive advantages, and business strengths and weaknesses (Dibb, 
2002; McDonald, 2006). 
 Improved communication amongst managers/ executives, internal and external (Dibb, 
2002). 
 Reduction of conflicts and greater co-ordination between individuals and departments 
(Dibb and Simkin, 2000). 
 Involvement of all levels of management in the planning process (Dibb and Simkin, 
2000). 
 Best allocation of scare resources (Dibb, 2002). 
 Consistency of approach across the organisation (Dibb, 2002). 
 Organisation more in touch with marketplace trends (Dibb, 2002; McDonald, 2006). 
 Organisation more in touch with customer needs (Dibb, 2002; McDonald, 2006). 
 Better development, co-ordination and control of marketing activities (Dibb, 2002). 
 Greater organisational buy-in to marketing activities (internal marketing) at every level 
(Dibb, 2002; McDonald, 2006). 
 Business more aware of, responsive to, and flexible to market changes (Dibb, 2002; 
McDonald, 2006). 
 Clarity of strategic objectives and business direction (Piercy, 2001; McDonald, 2006). 
 More accurate forecasting (McDonald, 2006). 
 Reduced barriers to implementation of the marketing plan‟s recommendations (Dibb, 
2002; McDonald, 2006). 
 Reinforces the strategic role of marketing (McDonald, 2006). 
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There is wide agreement in the literature that the marketing planning process should be an 
ongoing one, with the plan document being updated as frequently as might be required, as 
dictated by the changing market and organisational objectives. Dibb (2002) offers the Marketing 
Planning Cycle shown in Figure 1 below as a conceptualisation of the form this might take, and 
warns of the dangers to competitive effectiveness of conducting reviews only annually, or over 
even longer time horizons. 
 
Figure 1. The Marketing Planning Cycle. (Dibb, 2002). 
Dibb (2002) proposes that marketing planning should be conducted in three phases, and again 
there is broad consensus about the content of these phases in the contemporary texts (e.g. Best, 
2009; McDonald, 2006). The first of these is the „core marketing analysis‟, which then provides 
the basis for the „marketing strategy development‟, which determines the content of the third 
phase: the production of detailed marketing programmes (including the marketing mix) and their 
subsequent implementation. Dibb (2002), McDonald (2006), Best (2009) and Stapleton and 
Thomas (1998) present the process and products of each of these phases in some detail and give 
pragmatic advice as to how they might be achieved and some common pitfalls to be avoided. 
Although the strategic marketing planning document itself can take a variety of forms, 
according to the nature of the organisation and its competitive environment, it is increasingly 
expected that it will contain the following headings (Dibb, 2002): 
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 Executive Summary 
 Mission Statement (McDonald, 2006) 
 Marketing Objectives 
 Product/ Market background 
 Marketing Analyses (Customers, Competitors, Wider Marketing Environment – leading 
in to a SWOT Analysis) 
 Marketing Strategies (Segmentation Strategy, Key Targets, Overview Positioning Plan) 
 Statement of Expected Sales and Results 
 Marketing Programmes for Implementation (Marketing Mix Detail) 
 Controls and Evaluation: Performance Monitoring 
 Financial Implications/ Required Budgets 
 Operational Considerations 
McDonald (2006) recommends that the strategic marketing plan should cover a three year time 
horizon – acting as a „roadmap‟ (Best, 2009), and that the tactical marketing plan which results 
should be similar in format, but cover only a one year time span in greater detail. 
Authors are keen to point out the difficulties of developing and implementing an effective 
strategic marketing plan, emphasising the need for cross-functional involvement, support at the 
highest level in the organisation, the continual allocation of adequate resources to the task, and 
the need to avoid turning the process into a paperwork exercise.  
 
2.2. MARKET ORIENTATION 
 
Market orientation (MO) is the modern-day embodiment of the marketing concept, which 
stipulates that to achieve sustained success, organisations should identify and satisfy customer 
needs and wants more effectively than their competitors (Martin-Consuegra and Esteban, 2007). 
The concept represents the foundation of high-quality marketing practice (Kohli et al., 1993). 
Effective MO facilitates a firm‟s ability to anticipate, react to and capitalise on environmental 
changes, thereby leading to superior outcomes (Shoham et al., 2005). Since 1990, MO has been 
conceptually split in to two schools; one led by Narver and Slater‟s (1990) paper which defines 
MO as an organisational culture, and the other by Kohli and Jaworski‟s (1990) paper which 
defines MO as a set of behavioural processes. Although there are similarities and agreements 
between the two, Table 1 below aims to extract the key features and differences of each.  
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Narver and Slater Kohli and Jaworski 
MO defined as an organisational culture. Emphasis 
on beliefs and values. 
MO as an organisational behavioural process, 
focussing on the practical activities performed 
within the organisation.  
Conceptualisation and operationalisation of MO 
seen as a composite of an organisation‟s 
orientation towards key customers, competitors, 
and the firm interfunctional co-ordination. 
Customer orientation reflects the necessary 
activities for acquiring and disseminating 
information about customers; competitor 
orientation implies an effort to gather and 
disseminate information about the firm‟s 
competitors. Interfunctional co-ordination involves 
the business‟s co-ordinated efforts to create 
superior value for customers on a continual basis. 
(Martin-Consuegra and Esteban, 2007). 
State that abstract definitions of the marketing 
concept are of little practical value and that the 
development of definitions dealing with specific 
practical activities becomes necessary. MO 
therefore defined as „the organisation-wide 
generation of market intelligence pertaining to 
current and future needs of customers, 
dissemination of intelligence horizontally and 
vertically within the organisation, and 
organisation-wide  action or responsiveness to 
market intelligence‟. A „customer-based focus‟ 
(Borges et al., 2009). 
MO is merely one of the foundations of a learning 
organisation. 
Basis for the MARKOR scale (Jaworski and Kohli, 
1993). 
Supported by Homburg and Plesser (2000) who 
develop and test a multi-layered model of market 
oriented organisational culture, composed of 
values, norms, artefacts and behaviours. Their 
findings attest the existence of a causal chain: the 
basic values affect the norms that guide the 
company MO, and the norms determine 
behaviours, since artefacts (success stories, rituals 
and language) support them (Borges et al., 2009). 
Borges et al go on to propose a convergence of 
constructs: „MO consists of market intelligence 
generation and dissemination, and responsiveness – 
these behaviours rely on values, norms and 
artefacts.‟ 
Confirmed empirically by several studies through 
application of MARKOR (e.g. Martin-Consuegra 
and Esteban, 2007; Matsuno et al., 2000; Homburg 
et al., 2004; Matsuno et al., 2005; Borges et al., 
2009). 
Only a learning and innovative organisation will be 
able to implement an effective MO. 
 
Table 1. The Two Dominant Conceptualisations of Market Orientation. 
 
The Kohli and Jaworski conceptualisation of MO is shown in Figure 2 below. Although it has 
since been refined by as series of academics (simplified by Martin-Consuegra and Esteban, 
2007, and by Homburg et al., 1994; and extended by Kirca et al., 2005, and by Matsuno et al., 
2005) it is instructive to note as the seminal work and the basis of the now widely applied and 
accepted MARKOR scale. 
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Figure 2. Antecedents and Consequences of Market Orientation. (Jaworski and Kohli, 1993). 
 For comparison, the Narver and Slater (1990) model is shown in Figure 3 below. 
 
Figure 3. Independent Effects Model of Relationships between Market Orientation, Business-Specific Factors, 
Market-Level Factors, and Performance. (Narver and Slater, 1990). 
Despite the ongoing heated debate about which of these two conceptualisations should take 
precedence (e.g. Matsuno et al. (2005), and Deshpandé and Farley (1998)), there is much that 
the MO literature agrees on. A growing body of empirical evidence suggests the positive 
association of MO with company performance, in terms of profitability, efficiency, 
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effectiveness, clearer strategic vision, team spirit, intra and inter-organisation communication, 
innovation, organisational learning, and greater satisfaction of both employees and customers 
(e.g. Narver and Slater, 1990; Jaworski and Kohli, 1993; Borges et al., 2009).  Organisations can 
also use the development of a market orientation as the basis for a sustainable competitive 
advantage due to an increased ability to understand the market and shape it to the firm‟s 
advantage (Day, 1994). Indeed, a market orientation can in this way become a core competence, 
meeting all the criteria laid out by Hamel and Prahalad (1990) and Barney (2007). This literature 
review has yielded no evidence to suggest that the pursuit of a market orientation could in any 
way be detrimental to an organisation. 
Due to the surge of academic and practitioner interest in MO in the early 1990‟s, Kohli et al. 
(1993) set out to develop a valid measure of MO at the firm level, based on their 
conceptualisation of MO (Figure 2 above). The result of their endeavours was the MARKOR 
scale of MO. Over the subsequent years there appears to have been wide acceptance and 
validation (e.g. Martin-Consuegra and Esteban, 2007) (and some refinement – e.g. Matsuno et 
al., (2000)) of the validity of this 20-point measurement (and by implication, of their 
conceptualisation of MO), which can easily be applied to any organisation. The primary 
criticism of the instrument seems to be the subjective nature of the data used, given that the 
respondents are typically individual managers, ideally one from the marketing function of a 
firm, and one non-marketing manager of the same firm, who are likely to have incomplete 
information about the firm, and are required to respond based on their impressions of firm 
performance compared with the firm‟s perceived competitors. Despite this, the questions give a 
useful insight in to how market orientated a firm might be, and point to possible improvements. 
A study of particular relevance to Belvoir is one on the impact of information technology on 
MO by Borges et al. (2009). The study explores and describes how strategic IT can contribute to 
strengthen MO in e-business by examining case studies. Despite the study‟s focus on e-
businesses, it offers some useful thought on how to capitalise on the opportunities offered by the 
internet to significantly enhance a firm‟s MO, as defined by Kohli and Jaworski. The conclusion 
to Jaworski and Kohli‟s (1993) paper is a neat set of recommendations on the implementation of 
a market orientation which might have been written for Belvoir Castle. 
 
2.3. CUSTOMER SATISFACTION 
 
Customer satisfaction can be thought of as „the extent to which a customer‟s perceived 
performance of an organisation‟s offering matches the customer‟s expectations‟ (Dacko, 2008). 
Anderson et al. (1994) argue that at least two conceptualisations of customer satisfaction can be 
distinguished: „transaction specific‟ and „cumulative‟. The transaction specific view holds that at 
the level of the individual customer satisfaction is based on the experience of the most recent 
„purchase occasion‟, whilst the cumulative view is that a consumer will build an evaluation of 
satisfaction delivered by a company over a series of purchase occasions. Oliver (1981) describes 
clearly the difference between the two, asserting that the transaction-specific definition is by far 
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the most common, and that the cumulative definition is more akin to a customer‟s „relatively 
enduring attitude for a product, store or process‟. 
Of fundamental importance to organisations is to determine whether increased customer 
satisfaction leads to improved performance in traditional accounting terms (i.e. return on 
investment) and indeed confers any other less easily determined benefits. There are a number of 
studies which suggest that there is a positive causal link between increasing customer 
satisfaction and increased financial returns (Anderson et al., 1994; Capon, Farley and Hoenig, 
1990; Buzzell and Gale, 1987; Phillips, Chang and Buzzell, 1983).   
Anderson et al. (1994) find evidence that the way to operationally achieve customer satisfaction 
is through quality and value, the former being discernible by the firm, the latter by the consumer 
as a function of cost. There is ample empirical support for quality as an antecedent of customer 
satisfaction (amongst which Anderson and Sullivan, 1993; Fornell, 1992; Oliver and DeSarbo, 
1988), and it has long been recognised that customer satisfaction is dependent on consumer-
perceived value (Kotler and Levy, 1969) i.e. benefits received relative to costs incurred. 
With regards to other ways in which customer satisfaction might increase profitability, Fornell 
(1992) identifies several key benefits for the firm, amongst which feature increased loyalty for 
current customers (with a wealth of literature to back this up), reduced price elasticities (for 
current customers), insulation of current customers from competitive efforts (halo effect 
providing insulation from short-run market-environmental shocks), lower costs of future 
transactions, reduced failure costs (less failures), lower costs of attracting new customers (less 
need to attract new customers, current customers spreading positive word of mouth, positive 
media coverage and attractive warranties possible), and an enhanced reputation for the firm (and 
implied brand equity and supplier relationships).  
It should be noted though that increased customer satisfaction should not be pursued blindly. 
Although there are many compelling reasons to conclude that higher customer satisfaction leads 
to higher profitability, there comes a point when the returns from investments to increase 
customer satisfaction begin to diminish. As is widely acknowledged in the Quality literature, 
there comes a point when the costs associated with reducing the profitability of defects will be 
greater than the benefits to the firm (Anderson and Sullivan, 1993).  
A finding which might seem counter-intuitive is that improved customer satisfaction is not an 
antecedent of increased market share. Conversely, amongst the data analysed by Anderson et al. 
(1994), an inverse relationship was found between the two variables: no firm had both high 
customer satisfaction and high market share (see Figure 4 below). These results are not unique 
in the literature (e.g. Griffin and Hauser, 1993), with both studies speculating that as the 
customer base becomes more divergent, it becomes more difficult for a firm to satisfy each 
customer without investing heavily in customisation. Increasing market share and increasing 
customer satisfaction may be incompatible goals at the firm level. 
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Figure 4. Market Share and Satisfaction – very low correlation (Anderson et al. 1994). 
 
The extent to which a firm should seek to satisfy its customers is matter of some debate (Dacko, 
2008), with many adopting the view that customers should be barely satisfied, whilst others 
advocate delighting customers by exceeding their expectations. The challenge for marketers 
then is to manage the difference between performance and expectation by raising or lowering 
either, although as Anderson et al (1994, pp. 57) point out, expectations and perceived quality 
cannot remain out of synch for very long in a mature, competitive market. 
The literature on customer satisfaction (and quality) splits in to two divergent streams: one 
focussing on service industries, and the other on goods. A key finding for this study amongst 
this literature is that tradeoffs between productivity (i.e. efficiency – number sales staff for 
instance) and customer satisfaction are much more likely in the service industries in which 
service by personnel plays an important role, due largely to the reliance of these industries on 
customisation, i.e. the degree to which the firm‟s offering is customised to meet heterogeneous 
customers‟ needs (Anderson et al. 1997). The implication here is not that such firms should 
avoid efforts to improve both productivity and customer satisfaction, but that the means might 
require careful risk and cost analysis. A Customer Relationship Management IT system, such as 
the one proposed at Belvoir for example, would probably achieve both. 
Unlike the quality of goods, service quality is an abstract and elusive construct because of three 
features unique to services: intangibility, heterogeneity, and inseparability of production and 
consumption (Parasuraman et al., 1988). The SERVQUAL instrument seeks to overcome these 
difficulties by providing a yardstick for measuring consumers‟ perceptions of service quality. In 
this context quality is seen as a form of attitude, related to but not equivalent to satisfaction, and 
results from a comparison of expectations with perceptions of performance. The SERVQUAL 
construct takes the view of cumulative satisfaction, arguing that satisfaction soon decays into 
one‟s overall attitude toward purchasing products (Oliver, 1981). The instrument is widely 
recognised as a concise multiple-item scale with good reliability and validity that retailers can 
use to better understand the service expectations and perceptions of consumers and, as a result, 
improve service (Parasuraman et al., 1988) and provides instructive insights in to a successful 
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conceptualisation of service quality. It should, however, be used with care, according to the 
information sought. It is not a measure of customer satisfaction in line with the transaction-
specific view, and therefore not an appropriate measure of customer satisfaction for the majority 
of Belvoir Castle‟s past corporate customers, given the very low incidences found of repeat 
custom. 
Lockwood and Jones (1989) argue that the quality of service encounters from the customer‟s 
perspective is manageable. They define service encounters, identify critical quality variables, 




The literature on servicescapes sets out to investigate the affects of an organisation‟s built 
environment, as opposed to those of its natural or social environment, on its customers. That the 
physical environment influences the behaviours and perceptions of individuals operating within 
it is a widely accepted truism (Bitner, 1992; Ezeh and Harris, 2007) backed up by a wealth of 
empirical evidence (e.g. Baker 1987; Bitner 1986; Booms and Bitner 1982; Zeithaml, 
Parasuraman and Berry 1985; Ezeh and Harris, 2007). This area is of particular relevance to 
service companies because service is generally produced and consumed simultaneously, the 
consumer is „in the factory‟, often experiencing the total service within the firm‟s physical 
facility (Bitner, 1992). Bitner (1992) makes the servicescape analogous to the packaging of a 
good, arguing that it provides a „visual metaphor for an organisation‟s total offering… 
conveying a total image and suggesting the potential usage and relative quality of the service.‟ 
The work on servicescapes combines thinking from multiple disciplines, primarily psychology, 
marketing, organisational behaviour, human factors and ergonomics, interior design and 
architecture. After reviewing research from these and other areas, Bitner (1992) proposes the 
inclusive framework shown in Figure 5 below as a model for understanding the environment – 
user relationships in service organisations. The framework offers a directive and reasonably 
practical starting point for managers. Unlike previous studies, Bitner‟s framework attempts to 
understand the affects of the environment on both customers and employees, a summary of 
which can be found in Table 2 below. The research suggests that both customers and employees 
respond cognitively, emotionally and physiologically to the environment – all of which should 
therefore be capitalised upon by marketing, operations and HR managers.  
Potential Positive Affects of Servicescape on 
Customers 
Potential Positive Affects of Servicescape on 
Employees 
Increased customer satisfaction (post consumption) 
(Bitner 1990, Harrell, Hutt and Anderson, 1980; 
Babbin and Attaway, 2000) 
Increased employee satisfaction, productivity and 
motivation (Becker 1981, Davis 1984). 
Positive pre-purchase cues about quality (Berry 
and Clark 1986; Shostack 1977) 
Influences interaction between employees and 
customers 
Positive perception of organisation‟s image and 
purpose resulting in higher expectations 
Enhanced communication patterns, group cohesion 
and formation of friendships (Sundstrom and 
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Potential Positive Affects of Servicescape on 
Customers 
Potential Positive Affects of Servicescape on 
Employees 
Sundstrom, 1986). 
Increased customer attraction to a firm‟s services Increased affiliation and commitment to the firm 
Influences interaction between customers and 
employees 
Easier to perform tasks if spatial layout and 
functionality are well thought-out, thus more 
efficient workforce (Sundstrom and Sundstrom, 
1986). 
Encourage customers to follow a progression of 
events (i.e. a standard „script‟) e.g. IKEA. The 
influence of music and smell in this sense well 
documented (e.g. Milliman 1982, 1986). Spatial 
layout and functionality of the environment are 
especially salient to customers in self-service 
settings. 
 
More likely to stay and explore and spend money 
(Donovan and Rossiter, 1982) 
 
An encouraging „symbolic servicescape‟ 
(Rosenbaum, 2005) is likely to encourage ethnic 
groups to consume the service. Rosenbaum‟s paper 
suggests that the desire to frequent welcoming 
environments may be as strong as the need to 
consume the service for many ethnic groups. 
 
Table 2. Potential Positive Affects of Servicescape on Customers and Employees. 
 
 
Figure 5. Framework for Understanding Environment – User Relationships in Service Organisations. (Bitner, 
1992). 
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Bitner (1992) also provides a typology of service organisations based on variations in form and 
usage of the servicescape, as shown in Figure 6 below. Her paper divides servicescapes in to 
two „horizontal‟ types based on complexity (number of elements, spaces and forms), and three 
„vertical‟ types according to who performs actions within the servicescape (employee only, 
customer only, or both). This typology illustrates a number of salient points: 
1. That some servicescapes require little attention due to their simplicity, whilst others present a 
significant challenge (and hence significant opportunities). 
2. That self-service servicescapes should focus on marketing objectives. 
3. That „remote-service‟ servicescapes should focus on internal organisational objectives. 
4. That „interpersonal‟ servicescapes need to satisfy both employee and customer needs, and 
thus present the greatest challenge to design. 
It is therefore evident that the greatest opportunity to reap the benefits of a well-considered 
servicescape is presented by the type of service organisation that presents the greatest design 
challenge; and that the cost of an inappropriate servicescape is the highest to the same type of 
organisation. It is also clear that Belvoir Castle fits squarely in to this category (circled). 
 
Figure 6. Typology of Service Organisations Based on Variations in Form and Usage of the Servicescape. (Bitner, 
1992). 
Bitner (1992) stresses the strategic use of servicescapes to gain competitive advantage. She 
highlights the desirability of having multi-functional inputs into the design of an organisation‟s 
servicescape, and of learning lessons from other organisations who occupy the same typological 
cell.  
Ezeh and Harris (2007) present a useful review of the servicescape research to date, concluding 
that while theorists are universal in their recognition of the importance of servicescapes on 
consumer behaviour, there is a dearth of conceptual development… and a „woeful lack‟ of 
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empirical research on the (aggregate) effect of servicescapes on consumption settings… since 
Bitner coined the term in 1992‟. They suggest a wealth of possible research streams in this area, 
amongst which further investigation into online servicescapes (or „E-Scapes‟) and the 
broadening of the field to encompass wider academic disciplines such as organisational climate 
and culture. Given that much of Belvoir‟s custom is determined by the attractive qualities of the 
servicescape, any developments in this field should be of great interest. Of particular note, 
Harris and Ezeh (2007) find direct operationalised linkages between nine servicescape factors 
and customer loyalty intentions. 
 
2.5. GRAVITY AND SPATIAL INTERACTION MODELLING 
 
Spatial interaction and gravity models originate from the world of scientific geography, where 
they are used to model „movement over space resulting from a human process‟ (Haynes and 
Fotheringham, 1984). One of the distinguishing features of human behaviour is the ability to 
travel or move across the face of the earth and to exchange information and goods over distance. 
In the literature, these exchange processes are referred to generically as interactions. Shopping, 
migrating, commuting, holidaying and tele-communicating might all be examples of what are 
generally termed „spatial interactions‟, and it is such activities whose fundamental 
characteristics are modelled in order that the underlying social behaviours can be better 
understood.  
Gravity Modelling is the most commonly used form of spatial interaction model. It derives its 
name from the analogy which can be drawn to Newtonian physics, and captures the two basic 
elements of proximity (or some other surrogate for „ease of access‟), and size (or some other 
surrogate for attractiveness/ repulsiveness). Figure 7 below illustrates the basic principles and 
trade-offs between the effects of scale (population) and distance (mileage) on expected 
interactions between places. We would expect the number of interactions between x and q to be 
higher than between x and y because of the former pair‟s greater proximity. Similarly, we would 
expect the number of interactions between x and y to be higher than between x and z due to the 
lower population at z.  
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Figure 7. The basic principles of the Gravity Model (Haynes and Fotheringham, 1984). 
 
The Gravity Model has been widely applied in the marketing field and its use as an estimation 
method in service area analysis is well established (Haynes and Fotheringham, 1984). Much of 
the early literature focuses on the application of the method to define market area boundaries 
(Reilly, 1929 and Huff, 1959) through the development of Reilly‟s Law of Retail Gravitation 
(Batty, 1978). 
There has subsequently been much discussion concerning how to determine the exponents of the 
distance and attraction variables according to the situation being modelled. The exponent of 
distance(𝛽), or „friction of distance‟, is probably most famously represented by Lӧsch‟s (1943) 
Demand Cone. The central concept which this represents is that demand declines as the distance 
increases from the point where a service is offered. In a similar way, the exponents of 
population size can be set to model the propulsiveness (or „sending power‟) and attractiveness of 
each location being modelled. The effects of these critical exponents are illustrated in Figure 8 
below. 









Where Tij is the level of interaction between the pair of locations i and j; k is a constant 
controlling for magnitude; Pi
γ
 is a measure of size (and implied propulsiveness) at location i; Pj
α
 
is a measure of size (and implied attractiveness) at location j; and dij
β
 is a measure of distance 
(or difficulty of access) between locations i and j. 
 
CONFIDENTIAL 




Figure 8. The Effects of Population and Distance Exponents (Haynes and Fotheringham, 1984). 
 
From this basic formulation a family of gravity models has developed as described by Wilson 
(1971), defined and constrained by the types of information available to the analyst. All have the 
general form 
𝑇𝑖𝑗 = 𝑓 𝑉𝑖 ,𝑊𝑗 ,𝑆𝑖𝑗    
where Vi represents a vector of origin attributes; Wj a vector of destination attributes; and Sij a 
vector of separation attributes.  
There are many criticisms of gravity modelling, chief amongst which is the difficulty in 
accounting for all the variables which might affect the number of interactions which might be 
expected to take place between locations, as well as the fundamental two of size and distance. 
Many researchers have therefore adapted the model to include additional variables (see 
Okoruwa et al., 1994) according to their areas of interest. For example, McDougall (1978) 
estimated a weighted gravity model for estimating retail centre attractiveness adjusted for  
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quality of neighbourhood, layout of centre, accessibility, appearance, whether the centre is 
closed or open, parking options, and so forth. Huff (1963) reformed the Reilly model in terms of 
probability, and Okoruwa et al. (1994) included the economic and demographic attributes of 
shoppers and then applied a Poisson regression to model shopping behaviour across a number of 
shopping centres. The other key criticism of gravity modelling is the difficulty in determining 
the values of the exponents β, α and γ (Abbott and Schmidt, 1975). Again, a body of research 
literature bears on this point, as described by Catton (1966). 
Gravity modelling is now widely and successfully applied in real-world applications in a variety 
of fields from planning transportation services to locating a facility for maximum patronage. It is 
in its attraction-constrained form (Wilson, 1971) that it has application in this research for the 
purpose of modelling corporate customers at Belvoir Castle by their geographic origin in order 











The following project objectives were agreed with the client at the outset: 
 Understand the existing product offer and identify strengths, weaknesses, opportunities 
and threats 
 Carry out a detailed local and national competitor analysis 
 Identify suitable target markets 
 Make suggestions for revising the existing product offer and marketing mix where 
necessary 
 Review the existing sales process 
These objectives flow naturally from one to the next in the order given, and are each important 
elements of a strategic marketing plan. The following describes the methodology adopted to 
fulfil each objective, and why that particular approach was chosen.  
 
3.1. ‘UNDERSTAND THE EXISTING PRODUCT OFFER AND IDENTIFY ANY 
STRENGTHS, WEAKNESSES, OPPORTUNITIES AND THREATS’ 
 
The initial requirement was to understand the business model, the current product offers and the 
market environment, as a sound basis from which to carry out further research. This corresponds 
exactly to the first stage of the marketing planning process, defined in the literature as a Core- 
(McDonald, 2006) or Situation- (Best, 2009) Analysis. These processes are also widely 
referenced in the market orientation literature as the basis of good marketing practice (e.g. 
Shoham et al., 2005). The intellectual tools used to achieve this end were as described below. 
Each was chosen due to their applicability to the qualitative data available, and their wide 
acceptance in the literature and by practitioners. Taken together they provide a rich and rounded 
source of insights in to the marketing environment within which the castle‟s corporate 
hospitality offer operates.  
 
3.1.1. Existing Product Offer and Currently Perceived Target Market 
 
An understanding of the range of corporate products offered was gained through conversations 
with the castle staff. The target market, as is believed to be currently perceived by marketing 
staff but not explicitly stated by the organisation, was gained from interviews with the Events 
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Team and other members of the castle staff, and from studying the castle‟s promotional material 
and website for statements and cues. The market is described by product characteristics sought.  
 
3.1.2 Market Environment Analysis (SWOT)  
 
Treated in almost all basic marketing and strategy texts (e.g. Dobson et al. 2004), and as 
recommended in the market planning literature (e.g. Dibb, 2002), this method provides a 
framework for market-environmental analysis. It is intended to provide an understanding of how 
any identified external opportunities and threats facing an organisation relate to its current 
internal strengths and weaknesses. The organisation can then consider moving to capitalise on 
any opportunities and strengths identified, whilst reducing the threats posed and weaknesses 
found. A SWOT was completed for the castle‟s corporate hospitality offering in the currently 
perceived target market by the author and two members of the Corporate Hospitality Team.  
 
3.1.3. Macro-Environment Analysis (PESTLE) 
 
Another very commonly used and widely accepted tool, the PESTLE analysis is intended to help 
strategists to understand the general environment (Dobson et al., 2004) by determining which 
macro-environmental factors are affecting the organisation, and how important they are now or 
may become in the future (McDonald, 2006). These are organisation-affecting variables over 
which the organisation can exert no control, but about which it should strive to remain aware, as 
they may present opportunities or threats, which should then be fed in to the SWOT and acted 
upon accordingly. Each identified factor is subsequently defined according to four criteria as 
suggested by RenewalAssociates.com
1
: impact in time (when the factor is pertinent); impact by 
type (positive or negative influence); impact by dynamics (whether the factor is of increasing or 
decreasing significance); and relative overall importance. 
 
3.1.4. Industry Competitiveness Analysis (Porter’s ‘Five Forces’) 
 
Porter‟s Five Forces framework (Porter, 1980) offers a methodology for gauging the nature and 
intensity of the competition faced by an organisation, forming a further part of an organisation‟s 
external audit and market orientation. The conceptual framework is shown in Figure 9 below.  
                                                 
1
 At [http://www.renewal.eu.com/resources/Renewal_Pestle_Analysis.pdf]. 
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Figure 9. The Forces Governing Competition in an Industry. (Porter, 1980). 
The framework is based on the view that forces facing the industry play a key role in 
determining the profitability and success of an organisation (Dobson et al. 2004), and the 
collective strength of these forces determines the ultimate profit potential in the industry (Porter, 
1980). Porter proposes that understanding the industry structure and how the forces operate can 
aid performance if the organisation can take action to avoid or influence them. The task of the 
marketing strategist is to determine which of the forces are of greatest importance to the 
organisation, and which can be influenced by management decisions (Dobson et al. 2004). The 
implications of each factor are colour-coded according to their impact on the intensity of 
competition within the industry. The niche market analysed is that of stately homes offering 
corporate/ private hospitality products in the UK. 
 
3.2. ‘CARRY OUT A DETAILED LOCAL AND NATIONAL COMPETITOR ANALYSIS’ 
 
In accordance with the market orientation (e.g. Jaworski and Kohli, 1993) and marketing 
planning literature (e.g. Stapleton, 1998), and as a development of the analysis of general 
industry competitiveness (Porter, 1980), it was deemed necessary to investigate in more detail 
the castle‟s direct competitors in the corporate market. Research was therefore carried out to 
determine which organisations were competing in this market, firstly at local, then at a national 
level. Local competitors were defined as those within one hour‟s drive time
2
 of Belvoir Castle‟s 
                                                 
2
 All drive time data were obtained from the AA Route Planner website: [http://www.theaa.com/route-planner/]. 
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main public car park (a figure determined through subsequent analysis to be too low – see 
4.3.2.3.). Research on organisations was carried out through the internet, through suggestions 
made by castle staff, and by sending off for organisations‟ published promotional material.  
An audit was completed and a sample of thirty-two organisations found to be competing directly 
with Belvoir in the „historic- or stately-home corporate hospitality market‟. It is not contended 
that this is a comprehensive list, but that it is a reasonable cross-section of national competitors. 
The following data were obtained about each: 
 Geographic location 
 Distance from Belvoir Castle main public car park 
 Markets in which the organisation competes with the Belvoir estate 
 Contact and website details (if available) 
 
3.2.1 Competitor Geographic Mapping 
 
Each organisation‟s geographic location was plotted on to a map of the UK so that a visual 
representation of the competition could be assessed for patterns and anomalies. 
 
3.2.2 Pricing and Positioning 
 
Further information on the pricing of corporate offers was requested from the fifteen 
organisations deemed to be competing most closely with Belvoir Castle at the national level, in 
order that Belvoir‟s relative positioning (Best, 2009) could be estimated and plotted, taking 
pricing as a proxy for internally-intended positioning. Closeness of competitive offering was the 
author‟s subjective judgement, based on similarity of servicescape, product offers, and 
perceived positioning. Eleven organisations sent the requested information. 
 
3.2.3. Local Competition Gravity Modelling for Relative Attractiveness with Respect to 
Nearest, Largest Population Centres 
 
In accordance with the basic principles of Gravity Modelling (Haynes and Fotheringham, 1984), 
each locally-competitive organisation was given an attraction rating based on its proximity to 
the three largest and closest population centres: the physical city-centres of Leicester, 
Nottingham and Peterborough. Exponents of attractiveness, propulsiveness and distance-decay 
are assumed constant for all locations, and constant „k‟ set so that the most attractive location 
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rated 10 exactly. Although the physical city centre may not necessarily be the true centre of 
population mass (Haynes and Fotheringham, 1984) it was, for the purpose of this study, taken as 
an acceptable proxy.  
 
3.2.4. National Competition Gravity Modelling for Relative Attractiveness from London 
 
At the national level, in light of the findings from the customer analysis at 4.3.1. on the high 
number of London-based customers in this market, the drive time of each competitor from 
London Heathrow was determined. Basic gravity model principles were then applied to give an 
indication of competitive advantage gained in this market by proximity to the UK‟s largest 
population centre and infrastructure hub. The relative effects of setting the distance decay 
exponent at 1 and 2.5 are compared, based on the assumption that the distance decay constant 
found to accurately model the local market (at 4.3.3.) might approximate well to the national 
value – an assumption which seems plausible given the similarity in infrastructure quality across 
the country (an assertion backed up by Haynes and Fotheringham, 1984). 
 
3.3. ‘IDENTIFY SUITABLE TARGET MARKETS’ 
 
It was the author‟s opinion that the best way to approach this task was to focus on developing an 
understanding of the characteristics of the castle‟s previous and current corporate customers. 
Given that the castle had historically conducted little promotional activity and no formal 
targeting work, this ethnography would provide information about the type of customers so 
attracted to the castle that they would make enquiries and purchases with minimal promotional 
investment from the castle, thus painting a picture of the castle‟s natural „core market‟. This 
would provide a clear initial target market (Best, 2009) based on sound marketing research. Any 
future targeting strategy and segmentation (Best, 2009) might later be developed from this work.  
Non-uniform information on previous corporate customers dating back 50 months (to 12 June 
2005) was available in hard copy in the castle‟s archives. The available files were assessed for 
data-fields common to the majority of previous customers, and these data extracted in to a 
database. Financial data was taken from the castle‟s accounting records, dating back 17 months 
(to 12 March 2008). Before this date, very limited financial information was available. 
Data-fields extracted were as follows: 




 CONFIDENTIAL 26 
 
 
 Type of event (in accordance with event categories agreed with the client) 
 Number of attendees 
 Total profit generated by the event (£) 
 
3.3.1. Customer Geographic Mapping 
 
The location of all previous corporate customers‟ businesses were plotted on to a map, which 
was then visually analysed for patterns and anomalies.  
 
3.3.2. Customer-Data Analysis 
 
In order to further develop an understanding of the castle‟s core corporate market, the data 
obtained from the archives was analysed to obtain the following information: 
 Total number of corporate/ private events per year 
 Total number of corporate/ private events per month 
 Distances between the castle and business locations by discreet and cumulative radius 
zones 
 Number of events held by sector 
 Aggregate number of attendees by sector 
 Total net profit by sector since 12 March 2008 
 Average net profit per event by sector since 12 March 2008 
 Total number of events by type  
 Total net profit by type of event since 12 March 2008 
 Average net profit per event by type of event since 12 March 2008 
 Customer net worth (£ profit since 12 March 2008) 
 Pareto analysis of customer net-worth (£ profit since 12 March 2008) 
 Customer churn/ loyalty 
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3.3.3. Attraction-Constrained Gravity Modelling of Customers by Origin 
 
As demonstrated by Haynes and Fotheringham (1984, pp. 57) through their analysis of 
university enrolments by state, gravity modelling can be applied to attendance at a location by 
geographic area of origin. Smaller population centres at long distances from Belvoir can be 
expected to provide fewer customers than the converse. Gravity modelling can be used to 
suggest which areas provided more (or fewer) customers to the castle than might have been 
expected, given their population size and proximity. Since the total attendance at the castle for 
corporate events over the period studied is known by place of origin, an attraction-constrained 
gravity model is most appropriate, as defined by the equation: 




Where 𝑇 𝑖𝑗  is the expected number of customers, 𝑣𝑖
𝜆  is a measure of the number of customers 
available form origin „i‟ (in this case represented by population at origins „i‟) to the „propulsive‟ 
exponent λ, Bj is a balancing factor which ensures that total expected attendance is equal to total 
actual attendance, Dj is the known total inflow to destination „j‟ (i.e. the castle), and 𝑑𝑖𝑗
𝛽
 is a 
measure of separation from origin to destination (in this case drive time). 
Initially the gravity model needed to be fitted to the data observed by deriving the best-fit 
constants and exponents. This was achieved by applying iterative logarithmic transformations to 
the data (as demonstrated by Abbott and Schmid, 1975). Once the model was seen to provide a 
high level of fit with the observed data, it was then used to predict the number of customers 
which might have been expected over the same time period from sample population centres. The 
population centres chosen for investigation were largely suggested by a visual analysis of the 
map-plot of previous and current customers. The results were plotted in to a colour-coded table, 
showing which locations provided more customers than might have been expected over the time 
period covered, and which provided less. Useful location-targeting information is thus obtained 
about the core market. 
 
3.4. ‘MAKE SUGGESTIONS FOR REVISING THE EXISTING PRODUCT OFFER AND 
MARKETING MIX WHERE NECESSARY’ 
 
3.4.1. Customer Satisfaction Survey 
 
Rather than try to determine any necessary revisions to the existing product offer and marketing 
mix from an organisation-internal perspective, a market-oriented approach (Best, 2009; Narver 
and Slater, 1990) was adopted in order to identify any changes which might be beneficial. A 
customer satisfaction survey was designed, which was distributed by post to the 90 previous 
corporate customers whose addresses were available in the files, or traceable through the 
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internet or castle employees. The survey was designed in accordance with recommendations in 
the customer satisfaction literature (e.g. Parasuraman et al., 1988), and by the need for a quick 
response, and as a high a response rate as possible given the low number of recipients. 
Questions were designed according to clear information requirements, and all but one kept to a 
tick-box format with uniform response choices. In line with the transaction-specific view of 
customer satisfaction (as was deemed most appropriate given the one-off nature of 67% of 
customer experiences – see 4.3.2.13.) the survey required customers to think only about their 
most recent corporate experience at the castle. A measure of overall satisfaction with the 
experience was requested, as was the level of satisfaction experienced with specific components 
of the castle‟s offer and marketing mix, e.g. product information availability, information 
clarity, product quality, product pricing, customer care, and service and support during the 
event. A measure of the castle‟s offer „compared with competitive products offered by other 
organisations‟ was requested in order to gain positioning insights, and a measure of likelihood 
of repeat purchase incorporated, as was an indication of intent to recommend the castle‟s 
corporate offer to colleagues or contacts within the industry. The one free-text response field 
addressed the main information requirement directly, asking for recommendations of measures 
which might increase the satisfaction and loyalty of corporate customers. This box was put at 
the end of the survey so that the respondent‟s memory of the event had been jogged as fully as 
possible, and to encourage as full a response as possible. This field was framed as a request for 
the respondent‟s advice, again to tease out the fullest and most considered responses possible. 
An incentive to complete and return the survey was attached in the form of free entry to a 
forthcoming castle event, and a freepost-addressed return envelope enclosed. Ultimately, a 37% 
response rate (33 returns) was achieved. A copy of the survey is at Appendix E. 
Responses were put into a database and statistically scored, with possible scores for each field 
ranged around zero. Mean and modal averages were calculated for each field in order to 
determine aggregate response. Suggestions in the free-text field were tabulated and analysed for 
themes and specific recommendations. 
 
3.5. ‘REVIEW THE EXISTING SALES PROCESS’ 
 
The sales process can be usefully viewed from two points of view: that of the pre-purchase 
service quality experienced by the customer – the „external‟ view; and that of the processes and 
behaviours undertaken by the sales staff – the „internal‟ view. According to market orientation 
concepts (Jaworski and Kohli, 1993), the quality of the external experience should be one of the 
key factors affecting the design of the internal process (internal factors affecting sales processes 
will include such drivers as staff availability, the need for and nature of interaction with other 
internal departments, budget allocated to sales activities, the assisting technology available and 
so on).  
From the organisation-internal perspective, recommendations of processes and behaviours 
undertaken by the sales staff should form part of the final phase of the marketing plan – 
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„marketing programmes and implementation‟ (Dibb, 2002) – and result directly from the 
completion of the first two phases, which are agreed through thorough and inclusive cross-
functional discussion. Since this process was not undertaken, the normative recommendations in 
this report on the processes and behaviours of sales staff are based solely on external (customer) 
information, acquired through the customer satisfaction survey, and findings from the analysis 
of previous customer data (e.g. churn rate and costs, customer recommendations, and core-
market identification). The role of sales processes in market orientation, customer satisfaction, 
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4. FINDINGS & DISCUSSION 
 
4.1. ‘UNDERSTAND THE EXISTING PRODUCT OFFER AND IDENTIFY ANY 
STRENGTHS, WEAKNESSES, OPPORTUNITIES AND THREATS’ 
 
4.1.1. Existing Product Offer and Currently Perceived Target Market 
 
The castle‟s corporate hospitality target market, as it is believed by the author to be currently 
perceived by marketing staff but not explicitly stated by the organisation, is described at 
Appendix A by product characteristics sought.  
 
4.1.2. Market Environment Analysis (SWOT) 
 
The full SWOT analysis (Dibb, 2002; McDonald, 2006) can be found at Appendix B. A diverse 
range of pertinent market considerations were identified. Key findings include the following: 
Strengths 
 Appeal of the physical servicescape (Bitner, 1992) is high. 
 Transferable image factors (exclusivity, prestige) are powerful. 
 Quality of product offer (Parasuraman et al., 1988) is seen as high by prospective and 
previous customers. 
 High level of previous customer satisfaction bodes well for repeat custom (loyalty) and 
valuable work-of-mouth promotion. 
Weaknesses 
 Low level of promotional activity (Best, 2009) resulting in low levels of awareness of 
offers amongst the target market. 
 No clear unique selling propositions (Best, 2009) promoted means that prospective 
customers have no reason to choose Belvoir over competitors. 
 Geographic location does not make it as attractive as some competitors (Bitner, 1992). 
 Product offers are not comprehensively market orientated (e.g. contracted staff do not 
deliver the service quality required by corporate delegates; some of the break-out rooms 
and facilities are below the standard required; members of the public are often allowed in 
areas hired by corporate customers.) 
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 Corporate Hospitality Team‟s roles not clearly defined and too diverse, resulting in sub-
optimal customer service. 
Opportunities 
 Higher levels of well-targeted promotion (Best, 2009) could significantly increase 
corporate custom. 
 Investing in appropriate information systems could significantly improve customer 
relationship management (CRM), hence customer satisfaction and loyalty (Borges et al., 
2009). For a detailed analysis of the benefits of CRM see Laudon and Laudon (2004). 
 Development of a strategic marketing plan (Stapleton, 1998) could help to prioritise 
offers across the estate and enhance product alignment and cross-functional 
communication. 
 Significant opportunity to increase cross-selling activities (Best, 2009) across the 
Rutland‟s enterprises. 
Threats 
 Lack of awareness of the market environment (market orientation) may lead to failure to 
perceive and an inability to respond to competitive threats (Martin-Consuegra and 
Esteban, 2007). 
 Current macro-economic situation may be resulting in less custom than might otherwise 
be expected. Marketing tactics need to reflect this (Dibb, 2002). 
 
4.1.3. Macro-Environment Analysis (PESTLE) 
 
The full PESTLE analysis, part of the core analysis (Dibb, 2002), conducted for the castle‟s 
corporate hospitality offer is at Appendix C. Factors determined as being of enduring 
significance, i.e. at „significant impact‟ level or above, and of equal or increasing impact are as 
follows: 
Economic 
 Capital gains tax payable at 40%, so sources of finance other than realising assets are 
favourable. This has not recently been the accepted policy. 
Social/ Cultural 
 The UK Office for National Statistics has identified a strong trend for a reducing number 
of marriages per year. If this affects the number of weddings held by the castle it will 
increase the pressure on corporate hospitality to generate revenue. 
 There is a possibility that some ethnic groups do not feel welcomed by the castle‟s 
servicescape (Rosenbaum, 2005), or are at least not aware of the potential value of the 
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castle‟s corporate/ private offers for them. Given the variety of ethnicities within 60 
minutes drive of the castle, improvement in this area, led by improved market orientation 
(Narver and Slater, 1990) and targeting (Best, 2009), could yield significant 
improvements in revenue, sustainability and community involvement. 
 “…in the emerging visitor markets of Russia and China, 72 % and 66% [respectively] 
highlight historic castles, houses and gardens as a top priority for choosing to visit 
Britain.” (Historic Houses Association website 
[http://www.hha.org.uk/metadot/index.pl?iid=23960&isa=Category]). This could 
represent an important opportunity for international business if the appropriate marketing 
channels (Best, 2009) can be found and exploited. 
Technological 
 Corporate demand for state-of-the-art information and communication technology is 
likely to continue (Laudon and Laudon, 2004; Borges et al., 2009), and may not be met 
by Belvoir unless this is budgeted for and prioritised. 
 Corporate demand for high quality offers may not be met by the castle unless an aligned 
marketing plan is produced, agreed by all staff, and implemented (Dibb, 2002). 
 Customers increasingly use the online channel for product information and purchasing 
decisions (Borges et al., 2009). This channel should be optimised for information and 
sales opportunities. It should also be configured to appear frequently in searches using 
popular search engines, and links cultivated on related sites to increase traffic.  A clear 
market orientation philosophy should be adopted, and perhaps a separate „corporate‟ site 
developed in order to disassociate from the public-opening site, as some competitors do.  
 Enquiries from potential and current customers are frequently made by telephone or 
email. Customer satisfaction (Anderson et al., 1997) can be significantly reduced if 
either of these channels are not responded to quickly and efficiently (a point reinforced 
by the customer satisfaction survey). 
 Web2.0 technologies are now becoming well established working applications for many 
businesses (Chui and Miller, 2009) to improve information management. Web2.0 
software could be selectively implemented through the organisation in order to improve 
collaborative working and corporate knowledge. Staff will need to be trained and 
organisation-wide buy-in established. Organisations not involving themselves in Web2.0 
technologies may face competitive disadvantage in the near future (Chui et al., 2009). 
 
4.1.4. Industry Competitiveness Analysis (Porter’s ‘Five Forces’) 
 
An important part of the core analysis (Bitner, 2002) the full Five Forces analysis (Porter, 1980) 
for the castle‟s corporate hospitality offer is at Appendix D. The analysis reveals that the level of 
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competitive intensity in this market is generally very stable, largely due to the very low 
frequency of creation of new entrants and low levels of new product innovation. It also uncovers 
a discrepancy between the high expected level of competitive rivalry amongst incumbents, and 
that actually observed (directly at Belvoir, and indirectly through levels of market orientation, 
customer service and clarity of positioning at many others). This apparent complacency or lack 
of competitive awareness has clear implications for industry incumbents: there are likely to be 
large, quick and lasting gains in market share (Best, 2009) to be had by those organisations 
which can most quickly and effectively design and implement a comprehensive strategic 
marketing plan (Dibb and Simkin, 2000). This is especially true given the obvious power and 
high net worth to the organisation of any corporate/ private customer (see 4.3.2.12.). One only 
has to look at the likes of Chatsworth House to see the gains to be made. The value of a 
prestigious location to customers must carefully be weighed against the pricing plan, or valuable 
customers will simply turn to substitutes offering the same or better quality products at lower 




Entry barriers to this niche market (Poter, 1980) are generally high: one has to have a stately 
home and then be able to reach a position from which clearly differentiated (Porter, 1980) 
corporate/ private products can be offered. Customers in the market may be locked in to current 
industry incumbents, and these established providers of corporate/ private products may react 




Given that this is an oligopoly market, competition amongst established rivals is perhaps not as 
intense as might be expected. This may well be at least in part due to the fixed geographic 
position of each competitor, and may well also be a result of a degree of complacency and 
insensitivity to competitive change due to the unchanging number of competitors in the industry. 
There may also be a lack of awareness of the market share enjoyed by competitors. Regardless 
of its origin, this unexpectedly low level of competitive aggressiveness, market awareness and 
market orientation has led to a lower drive for differentiation (Porter, 1980) and focus on 
positioning (Best, 2009) than might otherwise have been expected. In the short term this is good 
news for incumbents, but does mean that incumbents who do not focus on these issues may 
shortly find themselves at a significant competitive disadvantage (Porter, 1980) when compared 









Substitute products exist plentifully in the form of equivalent products offered by less 
prestigious/ exclusive organisations. In many respects it is probable that the products offered by 
such substitutes are superior in every respect except servicescape (Bitner, 1992) and transferable 
image/ brand equity (Best, 2009). Should an existing customer decide that the prestige of a 
stately home is now longer worth the premiums charged, it is highly likely, and very easy, for 
them to switch to a substitute provider. This is bad news for incumbents. 
 
Power of Buyers 
 
Buyers (i.e. corporate/ private customers) in this industry tend to be fairly price inelastic, being 
willing to pay a premium for the exclusivity associated with a stately venue. However, 
tempering this is the fact that customers also wield a significant amount of power over the  
providers of these products for a number of reasons (see Appendix D), and are generally aware 
of this. This enables them to drive prices down and demand higher quality products, which is 
generally bad news for incumbents. 
 
Power of Suppliers 
 
The suppliers of services to incumbents in this industry exert little power, which keeps their 
prices low and desire to please high. This is generally good news for industry incumbents. 
 
4.2. ‘CARRY OUT A DETAILED LOCAL AND NATIONAL COMPETITOR ANALYSIS’ 
 
4.2.1. Competitor Geographic Mapping 
 
At Appendices F and G respectively are geographic map-plots of locally and nationally 
identified competitors, in the broad „stately- or historic-house corporate hospitality market‟, with 
the one-hour drive-time from Belvoir Castle polygon shown. A visual analysis of the local 
competitors‟ distribution reveals a higher concentration of businesses around Nottingham, but 
otherwise a fairly even distribution. A similar analysis of the national distribution reveals a 
reasonably even distribution across the country, in both rural and urban areas, with clustering 
around major population centres. It should be borne in mind that this is by no means an 
exhaustive list of competitors, just a representative cross-section.  
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4.2.2. Pricing and Positioning 
 
Figure 10 below shows a price comparison for a typical corporate event across eleven of 
Belvoir‟s closest competitors in the corporate hospitality market. The price compared is that 
quoted for a day conference, with non-exclusive hire of the facility, for forty delegates, 
including lunch and a three-course dinner without drinks, on Friday 11 December, 2009. 
 
Figure 10. Price Comparison of a Sample Corporate Offer across Belvoir‟s Closest Competitors. 
 
This analysis shows Belvoir‟s offering to be amongst the most expensive in this sample, 
although none of the pricing components (e.g. day delegate rate (DDR), room hire or dinner 
costs) is individually large compared with the cross section. If this pricing strategy (Best, 2009) 
has been chosen to represent strategic positioning (i.e. high relative quality and exclusivity), 
then Belvoir‟s pricing for this offer may be well judged. This must, however, be weighed 
against market share likely to be lost. The pricing strategy chosen should reflect the strategic 














Price Comparison of a Sample Corporate Offer across Belvoir's 
Closest Competitors (£)
Room hire DDR (inc lunch) Dinner (per person) Equipment hire
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4.2.3. Local Competition Gravity Modelling for Relative Attractiveness with Respect to 
Nearest, Largest Population Centres 
 
Figure 11 below shows the results obtained. It can readily be seen that across the thirteen locally 
identified competitors in the corporate hospitality market, Nottingham Castle has a significant 
location advantage (Haynes and Fotheringham, 1984) over all other locations due to its 
proximity to the centre of Nottingham and, to a lesser extent, Leicester. One would expect that 
this would have a significant effect on the marketing strategy (and profitability) at Nottingham. 
Of particular relevance to this study is that Belvoir is in one of the poorest locations in terms of 
proximity to large population centres. As can be seen from the gravity model created in 4.3.3., 
the effects of distance-decay on attractiveness-to-customers in this market are strong (an 
exponential power of almost 2.5), so the impact of a relatively inaccessible location on number 
of customers expected is likely to be substantially more severe for Belvoir than Figure 11 might 
suggest. A spreadsheet of calculations is at Appendix H. 
 
Figure 11. Results of Gravity Modelling to determine Relative Attractiveness of Local Competitors based on 
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4.2.4. National Competition Gravity Modelling for Relative Attractiveness from London 
 
Figure 12 and Figure 13 below show the relative proximity advantage of each identified national 
competitor with respect to London, assuming a distance decay exponent of β=1 and β=2.5 
respectively. The attractiveness of least attractive location in each case is scaled to a value of 1. 
It is proposed that, according to gravity model principles (Haynes and Fotheringham, 1984) and 
the evidence in support of them found at 4.3.3., those competitors located more closely to 
London will naturally attract exponentially more business than those further away, especially if 
the distance decay rate obtained for the local market is a good approximation for that of the 
national market. The results are stark: Hatfield House is likely to attract 6.66 customers to every 
1 at Belvoir if the gravity model derived at 4.3.3 is applicable for all destinations „j‟ across the 
sector. Since it is clearly likely that Belvoir misses out on a large amount of the potential custom 
from London, changes to the marketing mix (Best, 2009) to better attract companies based in the 
capital might prove lucrative. A spreadsheet of relevant distance data is at Appendix I. 
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Figure 12. National Competition Analysis: Relative 
Proximity Advantage with Respect to London (β=1.0). 
 
Figure 13. National Competition Analysis: Relative 
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National Competition Analysis: 
Relative Proximity Advantage with 
Respect to London (β=2.5)
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4.3. ‘IDENTIFY SUITABLE TARGET MARKETS’ 
 
4.3.1. Customer Geographic Mapping 
 
At Appendices J and K are geographic map plots of all the ninety-seven previous and current 
customers for which records were found over a 50-month period. Appendix J shows local 
customers (within the one-hour drive-time polygon); Appendix K shows all national customers. 
The three international customers found are excluded from this analysis.  
It can clearly be observed that customers have tended to originate from the larger population 
centres and, as a general trend, number of customers is inversely proportional to distance from 
the castle. These observations match the propositions of gravity model theory (Haynes and 
Fotheringham, 1984). The vast majority of customers originated from central England, and there 
are clear clusters around London, Birmingham, Leicester, Nottingham and, to a lesser extent, 
Lincoln. This representation of the data lends justification to the gravity model approach to 
analysis (Haynes and Fotheringham, 1984), and quickly demonstrates locations from which 
customers do and could come to the castle (section 4.3.3.). 
 
4.3.2. Customer-Data Analysis 
 
The following analyses all offer insights into the castle‟s natural or core market‟, helping to 
build up the definition of this key market for targeting purposes (Best, 2009).  
 
4.3.2.1. Total Number of Events Per Year 
 
The number of events identified and analysed in this study is shown by year in Figure 14. It 
should be borne in mind that the source files may not have been a comprehensive representation 
of each year‟s activity (especially the 2005 data), and that the data was taken as at the end of 
August 2009. The general trend is one of a rising number of corporate events per year, although 
only by a few per year. It should also be borne in mind that the UK dipped into a financial 
recession during late 2008/ early 2009, which is very likely to have adversely affected demand 
for the castle‟s corporate offers due to companies‟ need to show financial restraint. The castle 
has the physical resources to host many more corporate events per year, although currently lacks 
the human resources to withstand a large increase. An increase in corporate events will almost 
certainly necessitate a corresponding reduction in public visitor numbers, or at least a careful 
deconfliction and prioritisation of resource allocation. 
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Figure 14. Corporate and Private Events Recorded by Year. 
 
4.3.2.2. Total Number of Events per Month 
 
Figure 15 shows the total number of recorded corporate/ private events which have taken place 
per month over the time period studied. The trend line shows a general steady increase in sales 
volume, although the standard deviation of 1.95 gives a feel for the consistency of this trend 
and, taken with the mean average of 2.4 events per month, begins to develop a picture of an 
organisation working well under its capacity. There is clear potential for gains to be made in 
sales volume if the revenue-making and operational potential of the corporate hospitality offer is 
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Figure 15. Total Corporate/ Private Events per Month, 1 June 2005 – 1 September 2009. 
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4.3.2.3. Distances Between the Castle and Business Locations by Discreet and Cumulative 
Radius Zones 
 
Figure 16 shows the percentage of total customers over the time period, by 10-mile deep radius 
zones centred on the castle. Distance is measured by driving distance, as this is the factor 
considered by customers when making purchase decisions. It is clear that the relationship 
between number of customers and distance is by no means linear or regular. Obvious spikes 
between 20 – 40 miles, and 110 – 130 miles are highlighted, and it may be noted that these are 
the distances of Nottingham and London respectively. A linear trend-line has been added for 
reference, and may show the background effects of distance-friction, as suggested by gravity-
model theory (Haynes and Fotheringham, 1984). The sudden drop-off in customers beyond the 
40-mile radius suggests to the author that the castle‟s „local‟ corporate hospitality market might 
be meaningfully defined by this radius, and the corresponding drive time of around 66 minutes. 
The corollary of this would be that the castle‟s „local‟ competitors in this market are found 
within an 80-mile radius of the castle. 
 
Figure 16. % Customers by 10-Mile Radius Zones from the Castle. 
Figure 17 below shows the same data cumulatively, indicating the percentage of corporate/ 
private customers within increasing (driving distance) radii of the castle. The density of 
customers within the 40-mile radius is again clear, totalling almost 60% of total corporate 
customers over the period studied. Otherwise, number of customers increases almost linearly 
with distance from the castle out to a radius of 170 miles, covering all locations down to the 
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Figure 17. % Customers by Cumulative Radius Zones from the Castle. 
  
4.3.2.4. Number of Events by Sector 
 
Figure 18 below shows the total number of events held over the time period by industry sector. 
The castle‟s popularity with the finance sector is clearly evident, accounting for 24% of the 
castle‟s corporate events. The top four sectors alone account for over 50% of the castle‟s total 
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Figure 18. Total Number of Events by Sector. 
 
4.3.2.5. Number of Attendees by Sector 
 
Figure 19 shows the aggregate number of attendees by sector as a percentage of total corporate 
attendees over the time period studied. It is interesting to note that those sectors contributing the 
highest footfall to the castle do not correlate directly with those contributing the highest number 
of events. If corporate advertising (Best, 2009) or market-orientation (e.g. using the MARKOR 
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4.3.2.6. Total Net Profit by Sector since 12 March 2008 
 
Figure 20 shows the total net profit contributed per sector since 12 March 2008, as a percentage 
of total net profit contributed to the castle by all corporate/ private events over the same period. 
Again, it is interesting to note the differences between this measure of the value of each sector‟s 
business to the castle, and such measures as total number of events held, and total number of 
attendees, providing a different priority on targeting if net profit is deemed to be the main 
strategic objective (McDonald, 2006). It is instructive to note that over 57% of total net profit 
provided by corporate events over this period was generated by the top two sectors alone. 
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4.3.2.7. Average Net Profit per Event by Sector since 12 March 2008 
 
By dividing total net profit contributed by sector by the number of events held by organisations 
in that sector, figures for the average net profit contributed per event by sector are found. Figure 
21 shows the results. Although any conclusions should be cautioned by the low samples sizes 
involved for some sectors (single incidences for three sectors), it can be seen that some firms in 
some sectors tend to purchase products which yield substantially higher profit margins than 
others. The pricing for private functions should perhaps be revised upwards (although several of 
these events were „in-house functions‟), whilst the agriculture sector could provide a lucrative 
targeting focus (Best, 2009). 
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4.3.2.8. Number of Events by Type 
 
Figure 22 shows the total number of corporate/ private events by type over the period studied, as 
defined by event-categories agreed with the client. The top two categories between them 
account for 84% of the castle‟s corporate events over the period, which strongly suggests that 
these offers should be prioritised for marketing (both in terms of market orientation activities 
and marketing mix alterations) and quality-assurance for the core market. Other offers may 
prove more popular if an effective marketing mix (Best, 2009) and suitable target market can be 
found. They should certainly not be dropped due to their potential profitability (see 4.3.2.9.). 
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4.3.2.9. Total Net Profit by Type of Event since 12 March 2008  
 
Figure 23 shows the total net profit taken by each type of event since 12 March 2008, as a 
percentage of total net profit taken over the same period. It is no surprise that the two most 
frequently purchased types of events generated the most net profit for the castle, but interesting 
to note that employee teambuilding events accounted for only 5% of total events, but 9% of the 
total net profits. 
 
Figure 23. % Net Profit by Type of Event since 12 March 2008. 
 
4.3.2.10. Average Net Profit per Event by Type of Event since 12 March 2008 
 
Taking the total net profit generated by each type of event (4.3.2.8.) and dividing by the number 
of events of that type held (4.3.2.7.) gives the total net profit per event by type of event. Figure 
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profitable type of event is the teambuilding offer: in fact this offer has historically been almost 
twice as profitable as the next most profitable offer. This should be weighed with the 
information that this type of event has accounted for only 5% of corporate sales volume over the 
period studied.  
 
Figure 24. Average Net Profit per Event by Type of Event since 12 March 2008 (£). 
 
4.3.2.11. Customer Net Worth (£ Profit since 12 March 2008) 
 
Figure 25 shows the total net worth of each corporate customer, in £ net profit contributed, since 
12 March 2008. 
 
4.3.2.12. Pareto Analysis of Customer Net-Worth (£ Profit since 12 March 2008) 
 
Figure 26 is a Pareto Analysis of customer net worth since 12 March 2008. It reveals that of the 
thirty-five firms for whom contribution data was available, one organisation contributed over 
12% of the total corporate hospitality profits taken. The top five organisations contributed over 
40%, and the top ten over 60%. The value of winning and maintaining the loyalty of these (and 
more) organisations cannot be over stated in terms of future cash flow and future net worth 
(Best, 2009). Equally, the cost of losing the custom of any of these organisations is clear. 
Investment in investigating and ensuring customer satisfaction and loyalty (Anderson et al., 

































Average Net Profit per Event by Type of Event since 12 Mar 08 (£)
CONFIDENTIAL 








































-2000 0 2000 4000 6000 8000 10000 12000 14000
Leicestershire Chamber of Commerce            
Taylor Bennett Ltd         
Cargill












DeMontford University (Art & Design)
Frank Keys
BGL Group







Marriott Construction (Kier Group)
Lloyds TSB
Chartered Institute of Taxation
KDM/ Mars Private Dinner
Kverneland
Cambridge University 41st IChO.
British Carbon Group
St James Place Partnership
PWC
Nottingham University
Customer Net Worth (£) since 12 March 2008
CONFIDENTIAL 

































Pareto Analysis of Customer Net Worth (%) since 12 March 2008
CONFIDENTIAL 
 CONFIDENTIAL 53 
 
 
4.3.2.13. Customer Churn/ loyalty 
 
At Appendix L is a scatter graph of events per month by customer since June 2005. The right-
hand two columns show total number of events per customer, and the number of months since 
their last event. Along the bottom row is a breakdown of total events per month (as represented 
in 4.3.2.2.). The plot provides an interesting temporal view of the corporate events hosted at 
Belvoir over the period studied. The final column also reveals that71% of the castle‟s corporate/ 
private customers over this period have not used the castle for over twelve months, and could 
well be considered lost. Given the potential net present value of corporate/ private customers, as 
demonstrated through the above analysis, this level of customer churn (Best, 2009) might be a 
critical cause for concern, pointing to a strong case for investment in market orientation 
(Jaworski and Kohli, 1993) and the resultant gains in customer satisfaction and loyalty 
(Anderson et al., 1997). 
The plot also highlights the 67% of customers who only used the castle‟s corporate offer as a 
„one-off‟ event. Although this is to be expected to an extent, given the exclusive nature and 
„high-end‟ current positioning of the castle‟s corporate offers, if the number of repeat customers 
can be increased at all, clear gains are to be had (Best, 2009). 
 
4.3.3. Attraction-Constrained Gravity Modelling of Customers by Origin 
 
Figure 27 shows the high degree of fit achieved between the observed number of customers 
from origins „i‟, and numbers predicted by the gravity model (Haynes and Fotheringham, 1984; 
Abbott and Schmid, 1975). Figure 28 shows the strong affect of distance-friction on number of 
expected customers for the Belvoir model (population held constant at the value for Sheffield); 
and Figure 29 shows the linear affect of population size (distance held constant at the value for 
Sheffield). 
At Appendix M is a table of selected population centres, showing whether more or less 
corporate customers purchased Belvoir‟s corporate offers over the time period studied than is 
suggested by the Belvoir gravity model, and by how many. It is clear that, based on this model, 
many population centres across the country have not contributed as many corporate customers to 
Belvoir as might have been expected given their size and proximity. It is the author‟s contention 
that if the marketing mix were altered in the ways suggested in the Conclusions (5.4.), the 
numbers suggested by the gravity model would provide an attainable initial target and 
benchmark of success, which could be easily surpassed across all locations if a coherent 
marketing strategy (Dibb, 2002; Best, 2009) were applied. It should be borne in mind that the 
gravity model does not provide a complete representation of all the forces which determine the 
number of „transactions‟ between two places, and takes no account of diurnal or seasonal 
factors. 
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Figure 27. Belvoir Gravity Model: Predicted and Observed Data Fit with β=2.49096, k=1.0, λ=1.0. 
 

























Belvoir Gravity Model: Predicted and Observed Data Fit with 
β=2.49096, k=1.0, λ=1.0
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Figure 29. Linear Affects of Population Size on Expected Number of Visitors from Location „i' at Belvoir. 
 
4.4. ‘MAKE SUGGESTIONS FOR REVISING THE EXISTING PRODUCT OFFER AND 
MARKETING MIX WHERE NECESSARY’ 
 
4.4.1. Customer Satisfaction Survey 
 
A full database of responses to the survey is available electronically, including up-to-date 
customer contact details. A statistical summary is at Table 3, and a compendium of responses to 
the free-text field is at Appendix N. A list of specific resulting recommendations on the product 
offer and marketing mix are given in the Conclusions (5.4.). Table 3 also makes clear what 
insights were sought from each question with reference to the product offer and marketing mix. 











Overall Satisfaction Product offer and marketing 
mix 
2.64/3 +87.88 3/3 
Satisfaction about the 
availability of information 
about corporate offers 
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Satisfaction with clarity of 
information about 
corporate offers 
Marketing channels and e-
servicescape (the marketing 
mix) 
2.48/3 +82.83 3/3 
Satisfaction with product 
quality 
Product offers 2.55/3 +84.85 3/3 
Satisfaction with pricing Pricing strategy (the 
marketing mix) 
2.33/3 +77.78 2/3 
Satisfaction with customer 
care 
Service quality (product 
offer) 
2.45/3 +81.82 3/3 
Satisfaction with service 
and support during the 
event 
Service quality (product 
offer) 
2.61/3 +86.87 3/3 
Agreement that your most 
recent event was as you 





1.70/2 +84.85 2/2 
Agreement that your most 
recent event went as you 
needed it to 
Staff flexibility, 
interpretation of 
requirements, and product 
delivery (product offer) 
1.73/2 +86.36 2/2 
Agreement that your most 
recent event ran smoothly 
Event organisation and 
professionalism in delivery 
(product offer) 
1.67/2 +83.33 2/2 
Compared to competitive 
products your most recent 
event was 
Positioning and value 
(marketing mix) 
1.09/2 +54.55 1/2 
Likelihood of using BC 
again 
Product offer 1.24/3 +41.41 3/3 
Likelihood of 
recommending BC to 
industry colleagues 
Product offer 1.88/2 +93.94 2/2 
Table 3. Customer Satisfaction Survey Statistical Summary. 
 
4.4.1.1. Average Overall Customer Satisfaction by Event 
 
Table 4 shows the average overall customer satisfaction (Dacko, 2008) by event. Number of 
events per category is also shown for reference. 
Type of Event Average Overall Satisfaction Total Number of Events 
Meeting/ Conference/ Seminar 2.4 10 
Dinner/ Ball/ Party 2.7 15 
PR/ Marketing Event 3 1 
Teambuilding Event 3 3 
Valued Customer Hospitality 3 2 
Other 2 2 
Table 4. Average Overall Customer Satisfaction by Event. 
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4.4.1.2. Overall Satisfaction 
 
The level of overall satisfaction (Dacko, 2008) reported by customers with their most recent 
event at Belvoir was very high, at +88% of the maximum score possible (bearing in mind that a 
minimum score of negative 100% was also possible), with most respondents claiming to have 
been „totally satisfied‟. This is clearly good news for the corporate hospitality team, who stand 
to gain from the benefits of high customer satisfaction in the ways suggested by the literature 
(e.g. Buzzell and Gale, 1987; Fornell, 1992). It should however be noted that this does not 
necessarily translate in to customer loyalty in the form of repeat business, given the one-off 
nature of many purchases - possibly due to the pricing strategy (see below and customer 
comments at Appendix N) and location of Belvoir. Promotional material (Best, 2009) involving 
totally satisfied previous customers might be worth considering, and given the amounts of 
written and verbal praise frequently received by the events team, should not be too difficult to 
generate. In a discerning business-to-business market (Dacko, 2008), this is an achievement of 
which to be proud. 
 
4.4.1.3. Satisfaction with the Availability of Information about Corporate Offers 
 
This question was designed to help gain a measure of effectiveness of the chosen marketing 
channels (Best, 2009; Kotler, 2003). The level of satisfaction reported was high at +85%, with 
most respondents reporting „total satisfaction‟. Of course, the availability of information has no 
correlation with the effectiveness of any promotional activity, it merely suggests that good 
quality information was generally there to be found, in expected places, without an unacceptable 
amount of effort, if prospective customers searched for it. 
 
4.4.1.4. Satisfaction with Clarity of Information about Corporate Offers 
 
An +83% mean average and „totally satisfied‟ modal response suggests that customers were 
generally content with the quality of the information they found about the castle‟s corporate 
events. This means that customers and prospectives will not have been frustrated by the need to 
make enquiries for extra information. It also means that a positive perception of the castle‟s 
offers and service quality (Parasuraman et al., 1988) was generated, as described in the 
servicescape (and e-servicescape) literature (Bitner, 1992; Ezeh and Harris, 2007), enhancing 
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4.4.1.5. Satisfaction with Product Quality 
 
This question was designed to develop an impression of customer‟s general level of satisfaction 
(Anderson and Sullivan, 1993) with the consumption experience, as distinguished from the pre- 
or post-event service. It was also hoped to emphasise the physical facility component of the 
offer over the service component. With a response of +83%, and a „totally satisfied‟ modal 
response, the castle‟s corporate offers have generally met or exceeded the expectations of its 
customers. 
 
4.4.1.6. Satisfaction with Pricing 
 
With a mean average of +78%, customer satisfaction with the pricing structure (Best, 2009) of 
Belvoir‟s corporate offers is generally high to very high. However, the modal response is one of 
„satisfaction‟ as opposed to „total satisfaction‟ – one of only two modal responses which are not 
optimal. As suggested by the competition audit conducted in 4.2.2., Belvoir‟s corporate products 
are priced highly when compared with other market offers, however, customers seem to have an 
understanding of the need to maintain exclusivity, and generally believe that the quality of the 
products justifies the higher pricing. This is reinforced by comments at Appendix N. This 
aggregate response seems to suggest that Belvoir‟s high pricing structure might be sustainable, 
as long as the quality and exclusivity of the offer continues to be highlighted to prospects. Given 
the high levels of general satisfaction reported, there are clearly many previous customers who 
have perceived the quality (Parasuraman et al., 1988) of Belvoir‟s corporate offers as being 
worth the price. 
 
4.4.1.7. Satisfaction with Customer Care 
 
Customer care forms a critical part of the complete service offer and is a key factor in customer 
satisfaction (Parasuraman et al., 1988, pp. 38). From the organisation‟s perspective, if done well 
it can also help to develop good market orientation. With responses averaging +82%, and a 
modal response of „total satisfaction‟, previous customers have generally been content with the 
behaviours and processes of the corporate events team at Belvoir. The events team should aim to 
capitalise on the quality of these relationships by harvesting as much customer information and 
feedback as possible (in line with the recommendations of Dibb, 2002), and by maintaining and 
managing these relationships beyond the consumption experience itself. Some very promising 
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4.4.1.8. Satisfaction with Service and Support During the Event 
 
This question was designed to separate the service component of the product consumption 
experience from the physical facility components. We know from the earlier field that 
satisfaction with the composite product quality was generally high, and from a mean response of 
+87% and a modal response of „totally satisfied‟ it safe to say that the service component served 
only to enhance this perception. This aggregate response is however tempered by a few negative 
comments about on-the-day service quality at Appendix N. 
 
4.4.1.9. Agreement that your Most Recent Event was as you were Led to Believe it Would Be 
 
Making the transaction-specific view of customer satisfaction (Oliver, 1981) explicit, this 
question was designed to test whether the castle‟s promotional and sales rhetoric (Best, 2009) 
matched the customer‟s experience, or whether a disparity was experienced. A mismatch where 
the experience was of higher quality than the expectation would signal the need for a revision of 
marketing methods and all corresponding components of the marketing mix (i.e. either raise the 
expectation – probably by raising prices and promotional content – or drop the quality of the 
experience, hence lowering unnecessary costs), whilst the converse would be a strong source of 
customer dissatisfaction (signalling the need for the opposite remedial action). As it was, a 
+85% positive response was obtained, with a modal response of „totally agree‟. Generally the 
level of parity between customer expectation and customer experience was high, suggesting 
effective and honest pre-event communication with customers (Parasuraman et al., 1988). 
 
4.4.1.10. Agreement That Your Most Recent Event Went As You Needed It To 
 
The true corporate-events customer is likely to be the individual authorising payment for an 
event, and it is ultimately this person who needs to be satisfied by the offer. This individual may 
not be the event organiser who interfaces with the castle‟s events team. A recent event might not 
have gone the way the customer‟s event-organiser needed it to because either the castle‟s events 
team or the customer‟s event-organiser failed to deliver what was required. The ultimate role of 
the events team is to ensure that on the day, the event goes as the true customer needs it to, even 
if this does not match the requirement agreed with the customer‟s event organiser prior to the 
event. A positive response in this field should indicate that the events team delivered what the 
true customer needed on the day, and should give a good indication of the real-time flexibility of 
the product and events team, and of the events team‟s ability to understand and deliver the true 
customer‟s requirements. A negative response would indicate that the castle‟s corporate offers 
need attention in these respects: flexibility, understanding of customer requirement, and 
translating this into the delivered product. A +86%, and modal average of „totally agree‟, 
implies that the events team have generally performed well in these respects. Lockwood and 
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Jones (1989) suggest human variables in employees which might affect the level of satisfaction 
realised by the customer, and ways in which managers can exert control over what takes place 
during these critical service encounters. 
 
4.4.1.11. Agreement that your Most Recent Event Ran Smoothly 
 
As a development on the previous field, this question specifically investigates whether the 
product was perceived as well organised and executed. A positive aggregate response of +83% 
and a majority of respondents totally agreeing signals that the vast majority of customers were 
content with this aspect of the product. 
 
4.4.1.12. Comparison of your Most Recent Event with Competitive Products you have 
Experienced 
 
This question aimed to give an insight in to customers‟ perceptions of Belvoir‟s product value. It 
is hoped that respondents interpreted „competitive‟ as meaning „price-competitive‟ rather than 
„quality competitive‟, or the question is a tautology, which should perhaps have been made 
clear. A +55% response was obtained, with a modal average of „better in most respects‟. If this 
is representative of a price-based set of responses, then this is a very acceptable result, since it 
would seem a tall order to be „much better‟ than products which are of equivalent price. If 
responses are quality-based, then again this is an encouraging result, since to be better in most 
respects than products of a similar quality is quite an achievement. Either way, this is another 
indication that Belvoir‟s corporate offers are generally deemed to be good value. This should be 
reflected in the castle‟s marketing mix and strategy (Dibb, 2002). 
 
4.4.1.13. Likelihood of Repeat Custom 
 
The average response of +41%, and modal response of „certainly‟ tell an interesting story about 
previous customers‟ intentions to use the castle again. Many customers are very clear that the 
use of the castle for a private or corporate event was a one-off treat only due to the price, which 
is reflected in some of the comments at Appendix N. Still others who claimed that they would 
certainly use the castle again have not done so for at least twelve months (see 4.3.2.13.), which 
raises questions about the time-frame respondents had in mind. This could have been clarified in 
the question and may have „damped down‟ some of the responses. Nevertheless, there is a 
strong general inclination reported to want to use the castle again, which bodes well for levels of 
customer satisfaction (Jaworski and Kohli, 1993). More investigation could be done as to why 
higher levels of intent are not reported and action taken to address this issue – maybe with 
customer loyalty incentives (Best, 2009) or a similar device. 
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4.4.1.14. Likelihood of Recommending Belvoir‟s Corporate Offers to Industry Colleagues 
 
Word of mouth promotion is an expected benefit of positive customer satisfaction. With an 
average response of +94%, and a modal response of „definitely‟, further evidence is found for 
high levels of customer satisfaction with the product. 
 
4.4.1.15. Responses to the Free Text Field 
 
Whilst previous customers make no suggestions for revising the existing product offer and 
marketing mix through the tick-responses and statistical analysis, the free-text field responses at 
Appendix N offer a wealth of insights, highlighting specific causes for concern and 
recommending ways to improve customer satisfaction. Areas of note are: 
 Physical servicescape (Bitner, 1992) disappointments; such as the quality of coffee, the 
temperature in the castle, the gate being difficult to fathom. 
 Physical servicescape delights; such as the way the castle was lit up or decorated. 
 Service quality (Lockwood and Jones, 1989) disappointments; such as poorly trained 
contracted staff, telephones and emails not being answered promptly, or staff not being 
knowledgeable about castle history. 
 Service quality delights; such as the quality of customer care, friendliness, the smooth 
running of events, or the ability of sales staff to advise on appropriate product 
combinations. 
 Some very practical ways of increasing customer satisfaction (Anderson et al., 1994) and 
loyalty (Best, 2009); such as Christmas cards from the Duke and Duchess, an exclusive 
corporate members‟ club and newsletters, corporate invites to public events, the 
opportunity to plant a tree in the grounds, or discounted pricing for returning customers. 
 Marketing suggestions; such as sending cards to events-organising agencies. 
 
4.5. ‘REVIEW THE EXISTING SALES PROCESS’ 
 
The corporate events sales process at Belvoir is handled entirely by the Corporate Hospitality 
Team. Enquiries are directed straight to the team, and relationships built with clients on a one-
to-one basis. The team also manage the events and have a full working knowledge of product 
offers and customer options. This has the advantage of reassuring customers that the individuals 
with whom they have built up a relationship will be on hand during the event. The hospitality 
team currently has no customer relationship management information technology (Laudon and 
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Laudon, 2004), although a roll-out is planned. The findings of this study highlight a number of 
ways in which the behaviours and processes of the team in its sales capacity are critical to 
customers‟ satisfaction (Lockwood and Jones, 1989), and to the success of the marketing 
planning process (Dibb, 2002; McDonald 2006). Specific recommendations are given in 
Conclusions (5.5.). 
 
4.5.1. Role of the Sales Staff in Customer Satisfaction 
 
The study has highlighted two main areas through which sales activities influence customer 
satisfaction: information communication and relationship management. A development of the 
role of sales staff in creating positive service encounters can be found in Lockwood and Jones 
(1989), in which a breakdown of interactive variables and techniques for managing service 




The importance to customers of complete, accurate and honest information cannot be overstated 
(Lockwood and Jones, 1989). It is through this process that customers‟ expectations, and 
therefore satisfaction can be managed. It is also a very effective way of creating an impression 
of professionalism, which again raises customer satisfaction. Sales staff should have a thorough 
knowledge of any contracts drawn up and ensure that they are adhered to by both parties. The 
importance to customers of being able to speak quickly and directly to a member of the sales 
team, preferably one with whom they have built a relationship, at any moment during the 
working day is very clear, resulting in high levels of frustration when this is not achieved. In a 
similar way, swift responses to emails and any other forms of communication initiated by the 
customer are a key component in ensuring customer satisfaction. 
 
Relationship Building and Maintenance 
 
When the product is as tailored to each customer as that offered at Belvoir, the cultivation of a 
sound relationship with each customer is essential to the level of customer satisfaction achieved 
(Lockwood and Jones, 1989). Customers clearly value the development of individual 
relationships with knowledgeable staff, who are also able to suggest solutions to problems, 
packages of activities, or configurations of events which might suit the customer‟s needs. 
Beyond the consumption experience, there is evidence in this report of the need for investment 
in continuing engagement with customers in order to increase customer loyalty, for example by 
creating the perception that they have some kind of meaningful stake in the castle, either 
through a physical symbol or a personal relationship. Sales staff would be well advised to be 
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aware of the impacts of the tiniest detail of the physical servicescape (Bitner, 1992) on customer 
perceptions of quality, for example; temperature, the standard of coffee served during a visit, or 
the standard of contracted staff. The value of empathy and interpersonal skills in this role cannot 
be understated (Lockwood and Jones, 1989) and can be seen to have a strong affect on customer 
satisfaction at Belvoir. 
 
4.5.2. Role of the Sales Staff in Marketing Planning 
 
Sales staff have a vital role to play in the marketing planning process (Dibb, 2002; Stapleton, 
1994). This study has highlighted two ways in which this is particularly true: through providing 
market orientation information (Stapleton, 1994), and through creative suggestions on elements 




Sales staff have the privileged position of being the interface of the organisation with customers 
and prospective customers. This means that they represent not only the organisation to the 
customer, but also the customer to the organisation. It is through this latter function that they 
have an essential role to play in feeding back market orientation information in to the marketing 
planning process (Ezeh and Harris, 2007). Information on people making enquiries should lead 
to new targeting ideas (Best, 2009), and their direct contact with the marketplace should provide 
them with vital early information about any changes in the macro- or micro-environment 
(Dobson et al., 2004). Sales staff should also be the ones testing out potential new customers 
through direct marketing approaches (Best, 2009).  
 
Creative Suggestions on the Marketing Mix 
 
Sales staff should also feed suggestions for alterations in the marketing mix (Best, 209) in to the 
marketing planning process (Dibb, 2002). Customer feedback is highly valuable to the 
organisation (Homburg et al., 2003) and should be actively sought in order to provide guidance 
on any product tweeks or entirely new offers which might be profitable, and on the affects of 
pricing, placement or promotional alterations. Sales staff are in a position quickly to judge the 
effects of any changes to the marketing mix (Anderson et al., 1994) and should aim to chart 
these in a useable, aggregated manner.  
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5. CONCLUSIONS AND RECOMMENDATIONS 
 
This section aims to draw together the findings from the study in to a set of conclusions and 
recommendations, grouped to answer the five project objectives set by the client. For interest 
only, the author has taken the liberty of attaching at Appendix O a compendium of findings from 
the study which fell outside of the specific objectives set by the client.  
 
5.1. ‘UNDERSTAND THE EXISTING PRODUCT OFFER AND IDENTIFY ANY 
STRENGTHS, WEAKNESSES, OPPORTUNITIES AND THREATS’ 
 
Through undertaking a fairly comprehensive core analysis of the castle‟s market environment – 
the first of three stages in marketing planning (Dibb, 2002; McDonald, 2006; Dobson et al., 
2004) – a number of pertinent factors were identified which will impact to a greater or lesser 
extent on the performance of the castle‟s corporate offers, and which should be borne in mind 
through any future marketing planning activity. The target market, as the author believes it to be 
implicitly perceived by the marketing and hospitality teams, is described in terms of 
characteristics sought, and through an analysis of the castle‟s market environment, a number of 
internal strengths and weaknesses, and external opportunities and threats are identified. The 
impression created is a very encouraging one of a business facing far more opportunities than it 
does threats, with some significant strengths and competitive advantages on which it could 
grow, facing few threats, and with weaknesses which can largely be overcome. An analysis of 
the macro-environment again paints a picture of a business facing many opportunities on which 
it could capitalise, and a number of threats which could largely be mitigated against with some 
cross-functional, inclusive, strategic planning. An assessment of industry competitiveness 
reveals an interesting sector in which the traditional is trying to accommodate, adapt to and 
work with the contemporary, and in which levels of competition are not as intense as theory 
might predict. A number of reasons for the lack of apparent competition are proposed, foremost 
amongst which is a general lack of market orientation and poor competitive awareness amongst 
incumbents. Significant gains in market share, market penetration, diversification and 
profitability would appear to be there for the taking by organisations which can understand and 
react to these factors effectively, and align their entire operations appropriately (Dibb, 2002). 
 
5.2. ‘CARRY OUT A DETAILED LOCAL AND NATIONAL COMPETITOR ANALYSIS’ 
 
A database is developed of thirty-two organisations competing directly with Belvoir in the 
national „historic- or stately-home corporate hospitality market‟, and their locations plotted on to 
a map for visual analysis. These products will be handed over to the marketing team. A price-
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positioning audit is carried out across a sample of competitors identified to be most closely 
competing with Belvoir in this market, and Belvoir‟s offer found on this analysis to be one of 
the more expensive. Given the findings of the customer satisfaction survey, this may well not 
represent a misjudgement in the positioning of Belvoir‟s pricing structure, but the high price 
must continue to be commensurate with the product and service quality and with the marketing 
mix designed. As with most luxury products, a reduction in price might be irrecoverable and 
serve only to alienate high-end, price-inelastic customers (Best, 2009). 
A comparison of local competitors is conducted based on their proximity to the nearest, largest 
population centres, using gravity model principles (Bitner, 2002). Belvoir is found to be at a 
significant disadvantage in this respect due to its remoteness from any large population centres. 
This serves to emphasise the need for careful consideration of advertising channels (e.g. word of 
mouth, cross-selling across all the Manners‟ enterprises, promotions aimed at events organisers 
and other industry opinion-formers, brochures in appropriate city locations, etc.)  and the 
generation of effective promotional material. Its remoteness could even be used as a unique 
selling proposition. 
An equivalent proximity study was conducted for national competitors, which revealed 
Belvoir‟s competitive positioning with respect to London. The effects of distance friction were 
this time applied, using the modelling constants found to fit Belvoir in the customer analysis. It 
is found that Belvoir is likely to have almost seven times less custom than Hatfield House, 
purely due to its proximity to London. Again, the need to take action to overcome this 
disadvantage is clear, making the case for a national marketing effort, with a strong targeting 
concentration on London and other major cities. 
 
5.3. ‘IDENTIFY SUITABLE TARGET MARKETS’ 
 
Rather than try to identify distinct target markets, this study aimed to work from the grass roots 
upwards, and focussed on determining the castle‟s natural core market, as described by previous 
and current customers who have been attracted to the castle‟s offers even without any developed 
marketing strategy or promotional activity. The identification of this core market would then act 
as a basis for any future targeting development which the marketing team might see fit to 
undertake. Previous customer data was obtained by trawling through the castle‟s archives, and a 
database created which will be handed over in electronic form to the marketing team.  
The locations of all previous customers over a fifty-month time span were plotted on to a map 
for visual analysis, and the distribution found to conform well with gravity model predictions. 
The customer and financial data obtained were merged, and mined for trends. Some very useful 
findings result about the nature of this core market, which are summarised as follows: 
CONFIDENTIAL 
 CONFIDENTIAL 66 
 
 
 The castle‟s „local‟ corporate hospitality market might meaningfully be described by all 
prospective customers within a forty-mile radius of the castle. This area has historically 
accounted for over 60% of all corporate customers. 
 The castle‟s „local‟ competitors in this market might meaningfully be described by all 
competitors within an eighty-mile radius of the castle. 
 Over 98% of all corporate customers have typically come from within a 170-mile radius 
of the castle, an area which reaches down to the South coast, and up to Newcastle-Upon-
Tyne. 
 The finance sector alone has historically accounted for 24% of the castle‟s corporate 
events, and the top four sectors alone account for over 50%.  
 45% of total corporate attendees have been from the health sector. The health and 
finance sectors between them account for 67% total attendees. 
 The finance sector contributed 35% of the total profits made by corporate hospitality 
offers since 12 March 2008. Finance and education between them contributed 57%. 
 Events for the agriculture and education sectors have historically been the most 
profitable, whilst those for associations/ institutions and private functions have been the 
least. 
 Dinners/ balls and parties have accounted for 51% of all corporate events, and meetings, 
conferences and seminars for another 35%.  
 It is no surprise that the two most frequently purchased types of events generated the 
most net profit for the castle (83%), but interesting to note that employee teambuilding 
events accounted for only 5% of total events, but 9% of the total net profits. 
 Employee teambuilding events have been the most profitable type of corporate event by 
a factor of almost two. They have accounted for only 5% of the total number of events 
over the same period. PR/ marketing events have contributed the least. 
 One customer has contributed over 12% of the total corporate hospitality profits taken. 
The top five customers contributed over 40%, and the top ten over 60%. 
Finally, an attraction-constrained gravity model is developed in order to model the historical 
attendance of corporate customers at the castle by their places of origin. A predictive model is 
derived with a high level of fit with the observed data, which is then applied to a selection of 
locations around the country, in order to suggest target areas which have not provided as many 
customers as might have been expected given their population size and proximity to the castle. 
Of the sample or population centres selected, the majority seem to have under-contributed. 
Explanatory charts are produced which illustrate the Belvoir Castle gravity model inter-
relationships, specifically the effects of any origin‟s population size and distance-friction on 
levels of corporate attendance at Belvoir. 
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Between them, the geographic plots, data-analysis and gravity modelling offer a broad range of 
insights about the castle‟s core corporate market, which could be used in a number of ways to 
develop targeting strategy (Best, 2009). Of course, the targeting strategy ultimately selected and 
developed will be dependent on the strategic objectives defined through the marketing planning 
process (Stapleton, 1994). 
 
5.4. ‘MAKE SUGGESTIONS FOR REVISING THE EXISTING PRODUCT OFFER AND 
MARKETING MIX WHERE NECESSARY’ 
 
The product offer and marketing mix were opened to critique from previous customers through 
a customer satisfaction survey. The overall impression gained through the responses obtained is 
of very favourable rates of customer satisfaction across the board, with only one customer not 
reporting overall positive satisfaction, and the majority of modal responses being superlative. 
No areas for concern or alteration were found through the statistical analysis. There were, 
however, some very useful comments in the free text field (at Appendix N). 
With the probable exception of pricing, the disappointments recorded in the survey free-text 
responses make a sound list of suggestions for revising the existing product offer and marketing 
mix. They may be summarised as follows: 
 Identify and pay attention to all elements of the physical servicescape (Bitner, 2002). 
Any defect in quality in any component is likely to affect a customer‟s perception of 
total product quality, and thus their sense of value, and ultimately their level of 
satisfaction (Anderson et al., 1994). Customers are paying high prices and expect 
corresponding quality. Do not serve them bad coffee. Do not let them get cold! 
 Ensure excellent service quality throughout the customer‟s experience, from initial 
enquiry through to post-consumption relationship maintenance. All staff coming in to 
contact with the customer must be professional, knowledgeable and friendly (Lockwood 
and Jones, 1989). If something breaks, fix it fast. 
 Develop deeper and longer-term relationships with customers. Invest in relationship 
management bearing in mind the cost of losing a corporate customer, and his potential 
net present value (Best, 2009). Keep in touch with them through cards and newsletters 
and offer them privileges and incentives to return. Make them feel as though they have a 
stake in the castle and its heritage. 
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5.5. ‘REVIEW THE EXISTING SALES PROCESS’ 
 
Findings from the literature review, the customer-data analysis, the market analysis, and the 
customer satisfaction survey offer directions on the sales process and behaviours of sales staff. 
The existing processes and behaviours have many strengths (Lockwood and Jones, 1989), but 
there are some areas for improvement, many of which would be resolved by the full 
development and maintenance of a strategic marketing plan (Dibb, 2002; McDonald, 2006) and 
its products. Insights gained through this study may be summarised as follows: 
 The detailed knowledge sales staff currently have of corporate product offers is a real 
organisational strength, which should not be compromised. 
 The professional, knowledgeable and friendly nature of current sales staff is a great 
organisational strength (Lockwood and Jones, 1989). 
 The frustration which customers face when their calls or emails are not answered is a 
significant weakness and should be addressed. The roles of events team staff are 
currently too diverse (Lockwood and Jones, 1989), which leaves them unable to dedicate 
themselves to any one task or role adequately, and subsequently frustrated themselves. 
 The sales team should have an important role to play in developing marketing strategy 
Dibb, 2002) in the ways articulated in 4.5.2. Staff currently feel that the organisation is 
inflexible and unresponsive and that cross-functional co-operation is low. Their value to 
the organisation is in this respect not realised, which is a significant organisational 
weakness. Sales staff should be encouraged and empowered to make creative 
suggestions pertaining to the marketing mix (Best, 2009), product offers and to make 
strategic observations about the wider market environment. 
 The lack of formal targeting work so far undertaken by the corporate events team 
continues to lead to an unfocussed marketing strategy. Little proactive direct selling is 
undertaken due to a lack of articulation of any target market (and a lack of time due to 
the role-conflict of staff – Lockwood and Jones, 1989), and advertising is untargeted and 
its effect not optimised (Best, 2009). 
 As the critical interface between the customer and the organisation, the sales team are 
pivotal in creating and maintaining customer relationships. Appropriate information 
technology and CRM applications would make this task more achievable (Laudon and 
Laudon, 2004), especially the development of the post-consumption relationship. 
 Promotions should be developed and targeted in order to encourage repeat and new 
custom (Best, 2009). These can only result from coherent, inclusive marketing planning 
work (McDonald, 2006). 
 Inviting potential customers to Belvoir, either through a familiarisation day or on an 
individual basis can be a great sales tactic due to the appeal of the servicescape (Bitner, 
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2002). It should be borne in mind, however, that if any element of the servicescape is 
below the quality expected, it will have a negative impact on the customer‟s perception 
(Parasuraman et al., 1988). It is unlikely that they will mention these perceptions and 
may not even be consciously aware of them (Rosenbaum, 2005). 
 Sales staff should engage in networking events and activities wherever possible, within 
the corporate events industry and as well as with potential customers. The importance of 
promoting the existence and corporate offers of the castle can not be overestimated. 
 Unique selling points (Best, 2009) should be agreed and cultivated by the events and 
marketing teams, and used a touch-points by the sales staff when talking to prospective 
customers. 
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6. FURTHER RESEARCH 
 
The study brought to the author‟s attention a number of research avenues which might be of 
interest to Belvoir Castle‟s Corporate Hospitality Team as the marketing strategy is developed. 




It might be illuminating to study conversion rates (enquiries to sales) for corporate events, both 
rate and number, and to try to discern any trends or patterns. How many customers are deterred 
by price? How many would come for a visit if asked? What price do the majority put on the 




This study offers only a brief glimpse in to the castle‟s positioning, based on its pricing. It 
would be interesting to determine how good a proxy price is for quality. Is abnormal pricing just 
a sign of poor market orientation?  An investigation in to service quality across a number of 
competitors would offer interesting insights, especially if data could be collected on each 
competitor‟s sales volume and profit margins. 
 
LOCALITY AND PRICING 
 
Is there a relationship between pricing and gravity-model attractiveness at local level? We might 
expect Nottingham Castle to leverage its location advantages, and London to be distinctly more 
expensive than Belvoir for a similar quality of offer. Is this borne out in practice? Can footfall 
data be obtained and compared across competitors? 
 
SOCIO-ECONOMIC DESCRIPTION OF THE CORE MARKET AND ANY POTENTIAL 
TARGET MARKETS. 
 
Having described the core market in terms of how it is currently, implicitly, perceived by the 
events team, and by the factors available in the castle‟s archived files, it would be interesting to 
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develop this from a socio-economic angle. As well as being certain types of businesses from 




What is the effect of running promotions? Trials could be run of various promotions and the 
results recorded across a number of variables.  
 
CUSTOMER VALUE ANALYSIS 
 
The conduct of a Customer Value Analysis (Kotler, 2003, pp. 253) might be time usefully spent. 
This would further illuminate the strengths and weaknesses of the Belvoir corporate offer and 
also serve to quantify the importance of different offer attributes. If customers diverge too much 









Abbott, W. F. and Schmid, C. F. (1975) „University Prestige and First Time Undergraduate 
Migration in the United States.‟ Sociology of Education, Vol. 48 (Spring), pp.168 – 185. 
Anderson, E. W. and Sullivan, M. (1993) „The Antecedents and Consequences of Customer 
Satisfaction for Firms.‟ Marketing Science, Vol. 12 (Spring), pp. 125 – 43. 
Anderson, E. W., Fornell, C. and Lehmann, D. R. (1994) „Customer Satisfaction, Market Share, 
and Profitability: Findings From Sweden.‟ Journal of Marketing. Vol. 58 (3), pp. 53 – 66. 
Anderson, E. W., Fornell, C. and Lehmann, D. R. (1997) „Customer Satisfaction, Productivity, 
and Profitability: Differences Between Goods and Services.‟ Marketing Science, Vol. 16 (2), pp. 
129 – 146. 
Babin, B. J. and Attaway, J. S. (2000) „Atmospheric Affect as a Tool for Creating Value and 
Gaining Share of Customer.‟ Journal of Business Research, Vol. 49 (2), pp. 91 – 99. 
Baker, J. (1987) „The Role of the Environment in Marketing Services: The Consumer 
Perspective.‟ The Services Challenge: Integrating for Competitive Advantage, Chicago, USA: 
American Marketing Association, pp. 79 – 84. 
Barney, J. B. (2007) Gaining and Sustaining Competitive Advantage. Third Edition, Ch. 3. 
Prentice-Hall. 
Batty, M. (1978). „Reilly‟s Challenge: New Laws of Retail Gravitation which Define Systems of 
Central Places.‟ Environment and Planning, Vol. A10, pp. 185 – 219. 
Becker, F. D. (1981) Workspace, New York, USA: Praeger Publishers. 
Berry, L. L. and Clark, T. (1986) „Four Ways to Make Services More Tangible.‟ Business, (Oct 
– Dec), pp. 53 – 54. 
Best, R. J. (2009) Market-Based Management. Fifth (International) Edition. New Jersey, USA: 
Pearson Education. 
Bitner, M. J. (1986) „Consumer Responses to the Physical Environment in Service Settings.‟ 
Creativity in Services Marketing, Chicago, USA: American Marketing Association, pp. 89 – 93. 
Bitner, M. J. (1990) „Evaluating Service Encounters: The Effects of Physical Surroundings and 
Employee Responses.‟ Journal of Marketing, Vol. 54 (April), pp. 69 – 82. 
Bitner, M. J. (1992) „Servicescapes: The Impact of Physical Surroundings on Customers and 
Employees.‟ Journal of Marketing, Vol. 56 (April), pp. 57 – 71. 
Booms, B. H. and Bitner, M. J. (1982) „Marketing Services by Managing the Environment.‟ 
Cornell Hotel and Restaurant Administration Quarterly, Vol. 23 (May), pp. 35 – 39. 
CONFIDENTIAL 
 CONFIDENTIAL 73 
 
 
Borges, M., Hoppen, N and Luce, F. B. (2009) „Information Technology Impact on Market 
Orientation in E-Business.‟ Journal of Business Research, Vol. 62, pp. 883 – 890. 
Buzzell, R. D. and Gale, B. T. (1987) „The PIMS Principles.‟ New York: The Free Press. 
Capon, N., Farley, J. U. and Hoenig, S. (1990) „Determinants of Financial Performance: A 
Meta-Analysis.‟ Management Science, Vol. 36 (October), pp1143 – 59. 
Catton, W. R. (1966) From Animistic to Naturalistic Sociology. New York, USA: McGraw-Hill. 
Chui, M., Miller, A. and Robers, R. P. (2009) „Six Ways to make Web2.0 Work.‟ McKinsey 
Quarterly, February. 
Dacko, S. (2008) The Advanced Dictionary of Marketing. Oxford, England: Oxford University 
Press. 
Davis, T. R. V. (1984) „The Influence of the Physical Environment in Offices.‟ Academy of 
Management Review, Vol. 9 (2), pp. 271 – 283.  
Day, G. S. (1994) „The Capabilities of Market-Driven Organisations.‟ Journal of Marketing, 
Vol. 58 (4), pp. 37 – 52. 
Deshpandé, R. and Farley, J. U. (1998) „The Market Orientation Construct: Correlations, 
Culture and Comprehensiveness.‟ Journal of Marketing, Vol. 2, pp. 237 – 239. 
Dibb, S. (2002) „Marketing Planning Best Practice.‟ The Marketing Review, Vol. 2, pp. 441 – 
459. 
Dibb, S. and Simkin, L. (2000) „Pre-Empting Implementation Barriers: Foundations, Processes 
and Actions – The Need for Internal Relationships.‟ Journal of Marketing Management, Vol. 
16, pp. 483 – 503. 
Dobson, P., Starkey, K. and Richards, J. (2004). Strategic Management: Issues and Cases. 
Oxford, UK: Blackwell Publishing. 
Donovan, R. and Rossiter, J. (1982) „Store Atmosphere: An Environmental Psychology 
Approach.‟ Journal of Retailing, Vol. 58 (Spring), pp. 34 – 57. 
Ezeh, C. and Harris, L. C. (2007) „Servicescape Research: A Review and Research Agenda.‟ 
The Marketing Review, Vol. 7 (1), pp. 59 – 78. 
Fornell, C. (1992) „A National Consumer Satisfaction Barometer: The Swedish Experience.‟ 
Journal of Marketing. Vol. 55 (January), pp. 1 – 21. 
Harrell, G. D., Hutt, M. D. and Anderson, J. C. (1980) „Path Analysis of Buyer Behaviour 
Under Conditions of Crowding.‟ Journal of Marketing Research, Vol. 17 (February), pp. 45 – 
51. 
CONFIDENTIAL 
 CONFIDENTIAL 74 
 
 
Harris, L. C. and Ezeh, C. (2007) „Servicescape and Loyalty Intentions: An Empirical 
Investigation.‟ European Journal of Marketing, Vol. 42 (3/4), pp. 390 – 422.  
Haynes, K. E. and Fotheringham, A. S. (1984). Gravity and Spatial Interaction Models. London, 
England: Sage Publications Ltd. 
Homburg, C. and Pflesser, C. (2000) „A Multiple-Layer Model of Market-Oriented 
Organisational Culture: Measurement Issues and Performance Outcomes.‟ Journal of Marketing 
Research, Vol. 37, pp. 449 – 462. 
Homburg, C., Krohmer, H. and Workman, J. P. (2004) „A Strategy Implementation Perspective 
of Market Orientation.‟ Journal of Business Research, Vol. 57, pp. 1331 – 1340. 
Huff, D. L. (1959) „Geographical Aspects of Consumer Behaviour.‟ University of Washington 
Business Review, Vol. 18, pp. 27 – 37. 
Jaworski, B. J. and Kohli, A. K. (1993) „Market Orientation: Antecedents and Consequences.‟ 
Journal of Marketing. Vol. 57, pp. 53 – 70. 
Kirca, A. H., Jayachandran, S. and Bearden, W. O. (2005) „Market Orientation: A Meta-
Analytic Review and Assessment of its Antecedents and Impact on Performance.‟ Journal of 
Marketing. Vol. 69, pp. 24 – 41.  
Kohli, A. K. and Jaworski, B. J. (1990) „Market Orientation: The Construct, Research 
Propositions, and Managerial Implications.‟ Journal of Marketing. Vol. 54, pp. 1 – 18. 
Kohli, A. K., Jaworski, B. J. and Kumar, A. (1993) „MARKOR: A Measure of Market 
Orientation.‟ Journal of Marketing Research, November, pp. 467 – 477. 
Kotler, P. (2003) Marketing Management. Eleventh (International) Edition. New Jersey, USA: 
Pearson Education (Prentice Hall). 
Kotler, P. and Levy, S. J. (1969) „Broadening the Concept of Marketing.‟ Journal of Marketing, 
Vol. 33 (February), pp. 10 – 15. 
Laudon, K. C. and Laudon, J. P. (2004) Management Information Systems: Managing the 
Digital Firm. Eighth (Internation) Edition. New Jersey, USA: Pearson Education.  
Lockwood, A. and Jones, P. (1989) „Creating Positive Service Encounters.‟ The Cornell H. R. A. 
Quarterley, February, pp. 44 – 51.  
Lӧsch, A. (1954). The Economics of Location (translated from revised ed. By W. H. Woglom 
and W. F. Stolper). New Haven, CT: Yale University Press. 
Martin-Consuegra, D. and Esteban, Á. (2007) „Market Orientation and Business Performance: 
An Empirical Investigation in the Airline Industry.‟ Journal of Air Transport Management, Vol. 
13, pp. 383 – 386. 
CONFIDENTIAL 
 CONFIDENTIAL 75 
 
 
Matsuno, K., Mentzer, J. T. and Rentz, J. O. (2000) „A Refinement and Validation of the 
MARKOR Scale.‟ Journal of the Academy of Marketing Science, Vol. 28, pp.527 – 539. 
Matsuno, K., Mentzer, J. T. and Rentz, J. O. (2005) „A Conceptual and Empirical Comparison 
of Three Market Oriented Scales.‟ Journal of Business Research, Vol. 58, pp. 1 – 8. 
McDonald, M. (2006) „Strategic Marketing Planning: Theory and Practice.‟ The Marketing 
Review, Vol. 6, pp. 375 – 418. 
McDougall, E. J. A Consumer Utility Model for Allocation of Sales Among Major Retail 
Centres. Ph.D dissertation. University of Florida, 1978. 
Milliman, R. (1982) „Using Background Music to Affect the Behaviour of Supermarket 
Shoppers.‟ Journal of Marketing, Vol. 46 (Summer), pp. 86 – 91. 
Milliman, R. (1986) „The Influence of Background Music on the Behaviour of Restaurant 
Patrons.‟ Journal of Consumer Research, Vol. 13 (September), pp. 286 – 289. 
Narver, J. C. and Slater, S. F. (1990) „The Effect of a Market Orientation on Business 
Profitability.‟ Journal of Marketing, October, pp. 20 – 35. 
Okoruwa, A. A., Nourse, H. O., and Terza, J. V. (1994) „Estimating Sales for Retail Centres: An 
Application of the Poisson Gravity Model.‟ The Journal of Real Estate Research, Vol. 9 (1), pp. 
85 – 97. 
Oliver, R. L. and DeSarbo, W. (1988) „Response Determinants In Satisfaction Judgements.‟ 
Journal of Consumer Research, Vol. 14 (March), pp. 495 – 507. 
Parasuraman, A., Ziethaml, V. A. and Berry, L. L. (1985) „SERVQUAL: A Multiple-Item Scale 
for Measuring Consumer Perceptions of Service.‟ Journal of Retailing, Vol. 64 (Spring), pp. 12 
– 40. 
Phillips, L. W., Chang, D. and Buzzell, R. D. (1983) „Product Quality, Cost Position, and 
Business Performance: A Test of Some Key Hypotheses.‟ Journal of Marketing. Vol. 47 
(Spring), pp. 26 – 43. 
Piercy, N. (2001) Market-Led Strategic Change. Oxford, UK: Butterworth-Heinemann. 
Porter, M. E. (1979) „How Competitive Forces Shape Strategy.‟ Harvard Business Review, 
March-April, pp. 137 – 145. 
Porter, M. E. (1980) Competitive Strategy: Techniques for Analyzing Industries and 
Competitors. New York: MacMillan/ Free Press.  
Prahalad, C. K and Hamel, G. (1990) „The Core Competence of the Corporation.‟ Harvard 
Business Review. May-June, pp. 79 – 90. 
Reilly, W. J. (1929) Methods for the Study of Retail Relationships. University of Texas Bulletin, 
No 2944. Austin: University of Texas. 
CONFIDENTIAL 
 CONFIDENTIAL 76 
 
 
Rosenbaum, M. S. (2005) „The Symbolic Servicescape: Your Kind is Welcomed Here.‟ Journal 
of Consumer Behaviour. Vol. 4 (4), pp. 257 – 267. 
Shoham, A., Rose, G. M. and Kropp, F. (2005) „Market Orientation and Performance: A Meta-
Analysis.‟ Market Intelligence and Planning. Vol. 23, pp. 435 – 454. 
Shostack, G. L. (1977) „Breaking Free From Product Marketing.‟ Journal of Marketing. Vol. 41 
(April), pp. 73 – 80. 
Simkin, L. (2000) „Delivering Effective Marketing Planning.‟ Journal of Targeting, 
Measurement and Analysis for Marketing. Vol. 8 (4), pp. 335 – 350.  
Stapleton, J. and Thomas, M. (1998) How to Prepare a Marketing Plan: A Guide to Reaching 
the Consumer Market. Fifth Edition. Hampshire, England: Gower.  
Sundstrom, E. and Sundstrom, M. G. (1986) Work Places, Cambridge, UK: Cambridge 
University Press. 
Wilson, A. G. (1971) „A Family of Spatial Interaction Models and Associated Developments.‟ 
Environment and Planning, Vol. A3, pp. 1 – 32. 
Zeithaml, V., Parasuraman, A. and Berry, L. L. (1985) „Problems and Strategies in Services 




























CURRENT TARGET MARKET 
 
The following is a list of characteristics sought by Belvoir Castle‟s corporate target market, as 
currently perceived by staff and implied through promotional material: 
Transferable image factors  





„Duke and Duchess‟ brand 
Family 
Pleasure/ luxurious treats 
Home 
„Stately not stuffy‟ – i.e. contemporary high-quality products and operations 
 
High quality supporting service offering  
Business & professionalism 
Bespoke, flexible products 
Service: going the extra mile 
Ease of arrangement 
 
High quality products 
Exceptional quality („top end‟: not just „doing‟ but doing with style, panache and attention to 
detail) 
Food and drink 
Well-oriented to high-end business/ private customer requirements 
 




The view and landscape 
Location & setting (geographically central, national connectivity, imposing position in 
landscape) 
Gardens and estate parkland 
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Current Perceived SWOT of Belvoir Castle Current Corporate/ Private Event 
Offerings in Main Target Market3 as at 6 July 2009 
Strengths 
 
 Appeal of the general physical servicescape*. 
 Transferable image factors for clients. 
 Branding strength of Duke, Duchess and family. 
 Service professionalism (e.g. customer service; understanding of customer requirements). 
 Scope of product offerings (e.g. range of wedding ceremonies available in-house; possibilities 
provided by spaces available). 
 Flexibility of product configurations. 
 Appeal of historical context. 
 Strong supporting service offerings (customer support; positive customer feedback). 
 Good quality products. 
 Game shoots not offered by many competitors in this market and very well reputed as a strong 
offering. High customer loyalty here. 
 ‘Whole product’ packages offered provide real value for money (eg. on-site caterers; inclusive master 
of ceremonies). 
 Location has real character, unlike more ‘polished’ venues. ‘Hidden gem’ marketing. 
Weaknesses 
 
 Elements of the physical servicescape not entirely commensurate with this target market 
requirements (e.g. gift shop, café, shabby furnishings). 
 Market orientation not optimised. 
 Confused/ mal-aligned product/ business offerings (e.g. Scope too broad and varied to be effective in 
any one area). 
 Target market awareness of BC existence and offerings low. 
 Pricing strategy based at least partially on desire for exclusivity is pricing-out potential customers. 
Some price points based simply on competition equivalents. Overestimation of the premium 
prospects will pay for the location. 
 Many people have no reason to visit. Unclear propositions. No real USPs. 
 Geographic location: perceived as a long way from major population centres. 
 No strategic business plan agreed between owner and managers.  
 Confusion, frustration and anxiety (especially job security concerns) amongst staff at all levels due to 
non-communication of a strategic business plan. 
 Inability to offer hotel-like accommodation services like some competitors. 
 Poor fit of organisational structure and staff roles with current product/ service offerings causing 
significant inefficiencies and frustration. 
 Change procedures are perceived to be frustratingly slow for staff, resulting in low incentivisation for 
innovation and market orientation. 
 No strategic marketing plan (resulting from lack of official business plan). 
 Restrictions on outsourced suppliers (eg. curry may not be cooked on site). 
 Key staff leaving with no-one groomed/ trained to take over, resulting in knowledge gaps. Knowledge 
management generally poor. 
 Recruitment procedures not formalised. 
 Brand is too tourist/ day-visitor oriented – mutually exclusive with corporate offers? 
 Inconsistent message delivered across sales about products and pricing due to lack of consistency 
of constraints & incentives communicated by owner/ managers. 
                                                 
3
 Corporate and private customers who want the exclusivity and prestige of a stately home/ castle setting* 
providing high quality bespoke products supported with high quality service. (Based on analysis of current 
marketing messages).   
*Servicescape: Ducal seat, historical context, elegance, views, buildings, fine interiors, grand architecture, location, 
grounds etc. 
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 Inconsistent service quality due to frequent use of agency and temporary staff. 
 The presence of day visitors can reduce sales of private events and can reduce client satisfaction. 
 Lack of communication and working integration across different areas of the business results in 
reduced sales and promotion opportunities and limited market orientation. 
Opportunities 
 
 Generate higher sales of high-value products (Conversions, enquiries, sales tactics). 
 Identify most profitable targets locally (e.g. Asian weddings; Chinese weddings take place during the 
week!), nationally (central location for business events, strategically aligned special events) and 
international (USA/ Russia) customers. 
 Agree, articulate, communicate and implement a clear strategic business plan for development of the 
whole estate and each sub-unit (e.g. Which markets are to be targeted and how? Create an aligned 
offering (e.g. some of the breakout rooms and the café are not commensurate with the corporate 
aspiration). Convergent resolution between owners and managers!  
 Market focus: need to prune and focus offerings? (e.g. reduce day customers and daily overheads 
whilst focussing on high-value customers?). 
 Recognise and exploit supporting clusters to enhance offerings. (e.g. local inns and other non-
competitive local attractions of value to the target market). 
 Create promotion opportunities with target market and its key influencers/ opinion formers (eg. more 
fam days, strategic networking events, partnerships with business, government departments, 
institutions (eg. education establishments), wedding fairs…). 
 Improve perception of long distance from population centres (local tourist boards? Advertise ‘local’ 
events for Nottingham/ Leicester). 
 Engage info technology and media for quick, cheap broad advertising eg. activate the Duchess’ 
diary, develop the website (maybe have a split site like some competitors between corporate/ private 
hire/ events (1) and public visitors/ events (2) in order to more effectively communicate with these 
two broad markets ). 
 Develop the brand (see Chatsworth!). 
 Increase cross-selling opportunities within the business. Capitalise on opportunities to advertise 
corporate/ private offerings to all visitors. 
 Data-mine archived customer information. 
 Develop (prospect and established) corporate/ private customer database. 
 Audit competition and benchmark offerings to evaluate current positioning and compare with desired 
positioning to create a development plan. 
 Increase quality and customer satisfaction of products and service offerings through increased 
market orientation. 
 Develop USPs (afternoon tea, exploit the ‘bel voir’, celebrity endorsements…). 
 Align all elements of the physical servicescape as directed by the strategic business plan. 
 Revise pricing strategy to ensure prospects not priced out. 
 Marketing for corporate events is a blank canvas due to no preconceptions from clients. 
 Develop marketing for corporate clients and private/ wedding customers independently due to 
significantly different requirements for each market. 
 Re-focus branding on high-value customers. 
 Formalise recruitment processes. 
 Increase consistency of constraints and incentives for sales staff. 
 Ensure agency/ temporary staff trained to required levels. 
 Ensure day visitors’ presence inside the castle does not conflict with private sales activities, and that 
private events are discreet from public visitors. 
Threats 
 
 Competitors gaining/ maintaining market share. 
 Current financial situation (companies avoiding looking like they are spending on non-
essentials). 
 Customer disinclination to travel due to environmental concerns (& cash). 
 Threat to reputation if customer satisfaction not realised. 
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Current Perceived PESTLE of Belvoir Castle Current Corporate/ Private Event  
Offerings in Main Target Market4 as at 6 July 2009 
 
External Factors Affecting the 
Organisation 
Implications for the Organisation Relative Importance of 
Implications (see Table 1 at end) 







 Taxation implications now and 
future? 
 
 Government grants/ funding or 
fiscal concessions available? 
 
 
 Tax implications for BC? 
 
 

































 Firms under pressure to reduce 




 Individuals and firms inhibited from spending on non-essentials. May require 
portfolio analysis to decide which areas of the business/ products to grow/ 
shrink. Product range and offerings must be clearly communicated. Market 
orientation and constant scanning essential. Front line sales staff need to be 
fully aware of implications. Promotions worthwhile? 
 
 Firms less likely to choose prestigious venues like the castle. May need to 
reconsider offerings/ pricing strategy. Need to communicate clearly with 













































                                                 
4
 Corporate and private customers who want the exclusivity and prestige of a stately home/ castle setting* providing high quality bespoke products supported with 
high quality service. (Based on analysis of current marketing messages).   
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External Factors Affecting the 
Organisation 
Implications for the Organisation Relative Importance of 
Implications (see Table 1 at end) 







 Members of the public generally 
have less disposable income.  
 
 Sterling weak at the moment (1.64 





 Difficulty in accessing credit finance 
from public sources. 
 
 Significant inheritance tax payable. 
 
 Capital gains tax payable at 40%. 
brand image? 
 
 Private hire prospects choosing cheaper products from competitors. Consider 
revising product offerings/ pricing strategy/ brand image/ promotions.  
 
 International exchange rate higher. This could be a lucrative market for the 
castle. A high proportion of travellers to the UK visit explicitly to view historic 
houses. Mixed with the appeal of the Ducal seat, this could prove a strong 
offering (with an appropriate supporting marketing mix) for international private 
and corporate prospects.  
 
 Not an huge issue for the estate due to good relationship with bank manager. 
 
 
 Nullified by opening of the castle to the public for at least 30 days per year. 
 







































































 Continuing demand for exclusive 
and prestigious venues by certain 
sectors (eg. Weddings, staff reward 
events and firm-internal meetings). 
 
 
 Steady reduction in number of 
people getting married in UK (ONS, 





 Supports current focus on weddings and corporate hosting offerings. May imply 
a re-structuring and re-alignment of the organisation to best suit this range of 
products. May meet resistance from stakeholders more interested in the more 
traditional castle offerings and require buy-in to significant organisational 
change. 
 
 Contradicts focus on weddings for the long term if trend continues. Alternative 
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External Factors Affecting the 
Organisation 
Implications for the Organisation Relative Importance of 
Implications (see Table 1 at end) 





 Increasing sensitivity of the general 
public and some firms to corporate 
responsibility. Increasing formation 
of CSR-focused clusters. 
 




 Possibility that some ethnic groups/ 
religions do not feel comfortable at 
the castle, or are not aware of 
product offerings.  
 
 Increasing media interest in the 
remnants of the English upper 
classes and in historic buildings and 
gardens.   
 
 Popularisation of glamorous 
weddings by celebrities. 
 
 Expectation from public that BC will 
be open all year round and has an 
obligation to the public. 
 
 Increase in wealth and social 
mobility in rapidly developing 
countries (Brazil, Russia, India, 
China, etc.), with an interest in 
 May mean that BC can look to gain competitive advantage over some 
competitors here, either by highlighting current practices to appropriate 
stakeholders/ prospects, or by reviewing current practice before highlighting to 
stakeholders/ prospects. 
 
 Supports current focus on corporate/ private events as this may mean that more 
people are likely to want to marry or host events at prestigious venues like the 
castle.  
 
 Improving appeal to these groups through stronger market orientation and 
improvements to the servicescape could have huge advantages (eg. Indian 
population in Leicester; groups from other countries) for the sustainability of the 
castle as a business, and for future revenue streams.  
 
 This may present an opportunity for marketing to target customers and broad 
advertising and brand building. Media management could become increasingly 
critical to success. Opportunities should be actively searched for. 
 




 BC could reinforce its private status, and use this to promote all that it does out 
of goodwill rather than requirement. 
 
 
 There could be a significant international corporate market if the right contacts 
can be made. “…in the emerging visitor markets of Russia and China, 72% and 
66% highlight historic castles, houses and gardens as a top priority for choosing 
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External Factors Affecting the 
Organisation 
Implications for the Organisation Relative Importance of 
Implications (see Table 1 at end) 





English heritage. [http://www.hha.org.uk/metadot/index.pl?iid=23960&isa=Category]). 
Technological 
 
 Corporate demand for state of 
the art information technology 
at conference/ sales venues.  
 
 Corporate demand for polished 
service and product offerings.  
 
 
 Generally not a sector 
frequently affected by disruptive 
tech developments. 
 
 Infrastructure developments 
and quality may be critical to 
the market appeal of the castle.  
 
 Customers increasingly using 
the online channel for product 
information and purchasing 
decisions.  
 
 Potential customers often use 
the telephone to make 
enquiries. If the call is not 
answered then a potential 




 Potentially not met by BC (eg. VTC?). If BC serious about attracting and 
retaining these customers, investment in market-oriented IT might be well-
advised. 
 
 Potentially not met by BC (eg. standard of some break-out rooms). Need to 
agree target markets and align the organisation and products to match. The 
current confused offering is not optimised to any market. 
 
 Although no immediate technological threat can be seen, complacency 
must be avoided and regular scanning conducted as part of market 
orientation activity. Substitute locations may be quick to capitalise. 
 
 Need to remain sensitive to infrastructure requirements (eg. ease of transfer 
from and to nearby airports and train stations) and make possibilities and 
arrangements clear to prospects. 
 
 Need to ensure this channel is exploited and used as effectively as possible 
for information as well as sales opportunities. Links from other sites and 
search engines should be invested in, and strong market orientation 
philosophy adopted. 
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External Factors Affecting the 
Organisation 
Implications for the Organisation Relative Importance of 
Implications (see Table 1 at end) 





 Potential customers often use 
email to make enquiries. If the 
email is not responded to 
effectively then a potential 
conversion may be lost. 
 
 Web2.0 technologies now 
becoming well established 
working applications for many 
businesses (Chui & Miller, 
2009) to improve information 
management. 
 Effective processes need to be in place to ensure that all emails are dealt 





 Web2.0 software could be selectively implemented through the organisation 
in order to improve collaborative working and corporate knowledge. Staff 
will need to be trained and organisation-wide buy-in established. 
Organisations not involving themselves in Web2.0 technologies may face 


































 Owner required to open the castle 




 Need to remain abreast of health 
and safety requirements, 




 Need to ensure maximum revenue and marketing return from these days. 
Strategic opening times and days should be considered. If this activity is 
considered to be a lower priority than corporate/ private events then care should 
be taken to ensure minimum disruption to the latter. 
 
 Prudent to devise system informing management of any pertinent changes as 




































 There is a growing ‘responsible 
business’ movement (government/ 
media/ consumers), an exclusive 
but growing cluster gaining in 
market share in many sectors.  
 
 
 In order to join and reap the benefits of being in the ‘responsible business’ 
cluster the castle and estate could aim to reduce its negative ecological impact. 
If the organisation turns out to be strong on CSR, promote this to stakeholders, 
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External Factors Affecting the 
Organisation 
Implications for the Organisation Relative Importance of 
Implications (see Table 1 at end) 






 The castle and estate should aim to 
remain within current environmental 
legislative requirements. 
 
 Might be prudent to audit any current environmental impact, either positive or 
negative, and then aim to enhance/ reduce accordingly. Again, a system to alert 

















Table 1. Relative Importance of Implications of External Factors.  
(Format taken from RenewalAssociates.com) 
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The niche market under analysis here is that of stately homes offering corporate/ private 
hospitality products in the UK. The implications of each factor are colour-coded according to 
their impact on the intensity of competition within the industry: 
Strongly reduces intensity of competition (very good for incumbents)  
Weakly reduces intensity of competition (beneficial for incumbents)  
Minimal effect on intensity of competition (no effect on incumbents)  
Weakly increases intensity of competition (bad for incumbents)  
Strongly increases intensity of competition (very bad for incumbents)  
 
Entry Barriers 
New entry into the industry invariably reduces the existing firms‟ profitability. High entry 
barriers are generally required to maintain high industry profits. As demonstrated by 
Belvoir, the financial incentives for entering this market can be strong. 
Industry 
Impact 
The number of potential competitors in the market is limited by the number of stately 
homes in the country, which is very stable. The threat of new entrants comes from those 
estates which do not yet offer corporate/ private hospitality products.   
 
In order to make the step from public opening to corporate/ private hospitality an estate must 
invest significant capital and almost certainly employ extra staff and train them to manage 
and administer these events. Office space must be found to house this function and financial 
and legal contracts drawn up. 
 
A new entrant must offer differentiated value and attractive positioning as determined by 
the proximity and positioning of perceived competitors. A large, well established estate like 
Belvoir attracts customers from all over the country: a new entrant in the vicinity could easily 
find itself overshadowed unless it offered a significantly different value proposition.  
 
Corporations and private individuals who seek to hold events in stately homes often have 
already generated close relationships with estates, who in turn are familiar with individuals 
and their requirements. This emotional and knowledge lock-in might constitute significant 
switching costs for targets. 
 
A new entrant would increase competition in the market and should expect local competitors 
to react aggressively, perhaps by initiating a price or advertising war, offering promotions or 
by otherwise leveraging its more developed knowledge or network advantages. 
 
In summary… entry barriers to this niche industry are generally high: one has to have a stately home 
and then be able to reach a position from which clearly differentiated corporate/ private products can be 
offered. Customers in the market may be locked in to current industry incumbents, and these established 
providers of corporate/ private products may react aggressively to a new entrant. This is all good news 
for established industry incumbents.  
Competitive Rivalry 
Intense rivalry usually leads to low profitability. Competition in the market is in line with that 
expected for any oligopoly, constrained by geographic point of sale (and consumption). 
 
Growth in the number of incumbents in the market is non-existent to very slow, so emphasis 
is on market share and profit maximization. In theory this should lead to intense price and 
non-price (especially advertising) competition. In practice, due to the almost fixed level of 
competition, the affects of new entrants is seldom felt by an incumbent and market share 
taken by competitors regarded as fixed – inducing complacency. As this market matures and 
becomes more sophisticated it is likely that the level of rivalry will increase given the market 
conditions. 
 
High fixed costs and the threat of redundant capacity can lead to increased competition for 
customers in order to ensure that all potential revenue from a resource is realised. In this 
industry, such fixed costs come in the shape of staff (management, maintenance and sales 
staff for instance) and facility running costs (energy etc).  
 
In this oligopoly market, offers need to be highly differentiated if they are to be successful.  
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Again, as this market matures, it is likely that higher levels of differentiation will be seen. 
Relying on good facilities and a prestigious servicescape will not be sufficient, as these 
things simply define the market. Added value and unique selling points are increasingly 
required by potential customers. Only by increasing the strength of positioning will 
incumbents be able to maintain current super-normal profits and avoid aggressive price 
competition. 
High exit barriers mean that it is highly unlikely that incumbents will leave this market, 
which would normally lead to excess capacity and low profitability. However, due to the 
generally static number of incumbents, this is unlikely to be a factor in this market. Estates 
face financial barriers, emotional barriers and the risk of brand damage if they decide to leave 
this market. 
 
In summary… given that this is an oligopoly market, competition amongst established rivals is perhaps 
not as intense as might be expected. This may well be at least in part due to the fixed geographic position 
of each competitor, and may well also be a result of a degree of complacency and insensitivity to 
competitive change due to the unchanging number of competitors in the industry. There may also be a 
lack of awareness of the market share enjoyed by competitors. Regardless of its origin, this unexpectedly 
low level of competitive aggressiveness, market awareness and market orientation has led to a lower 
drive for differentiation and focus on positioning than might otherwise have been expected. In the short 
term this is good news for incumbents, but does mean that incumbents who do not focus on these issues 
may shortly find themselves at a significant competitive disadvantage when compared with competitors 
who have understood and acted upon the gains to be made here. 
Substitute Products 
Pressure on an industry will be stronger the more close substitutes (ie. demand related 
products) there are. In this market, substitute products are offered by a range of 
organisations selling similar products without the exclusivity of the location. Such 
organisations range from pubs to hotels to specifically designed conference centres. 
 
The focus and efficiency of many organisations offering substitute products to this market 
means that they are able to reduce costs allocated to each event, and so offer them at 
significantly lower prices. They are also often able to subsidise offerings in this market by 
income from other business activities, and to piggy-back advertising for their corporate/ 
private events through existing channels. Such organisations do threaten the niche „stately 
home market‟ significantly as long as sufficient customers continue to place high value on 
prestige and exclusivity of location. In the present economic climate, this may not represent 
sufficient secure market for the niche market. 
 
Substitutes are often very strongly market orientated and able to innovate and change their 
offerings in response. Although the core offering of stately homes in this market is fairly 
fixed (certainly in terms of fixed assets), the way in which these products and services are 
promoted and delivered can be as responsive to customer requirements as any substitute 
organisation‟s. 
 
Customer‟s switching costs are low, with the exception of any emotional and knowledge (of 
specific requirements) lock-in. Incumbents should therefore seek to enhance these ties where 
possible.  
 
In summary… substitute products exist plentifully in the form of equivalent products offered by less 
prestigious/ exclusive organisations. In many respects it is probable that the products offered by such 
substitutes are superior in every respect except servicescape and transferable image/ brand equity. Should 
an existing customer decide that the prestige of a stately home is now longer worth the premiums 
charged, it is highly likely, and very easy, for them to switch to a substitute provider. This is bad news 
for incumbents. 
Power of Buyers 
Profit margins will be squeezed if buyers have a strong bargaining hand.  
 
In this market there are relatively few buyers, each of which make high financial 
contributions and are therefore of high value to the provider.  
 
Buyers can easily switch between providers.  
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Buyers have limited information on an incumbent organisation‟s level of demand and costs, 
but are generally aware of the power they have. 
 
There are plenty of substitute products available if customers are willing to forego the 
prestige and exclusivity of the stately home. 
 
Buyers are not especially price sensitive in this niche, being willing to pay a premium for 
exclusivity.  
 
Quality of product is important to customers in this niche, reducing their power.   
Buyers have an amount of selling power through the influence they can exert on industry 
peers. The strength of an incumbent‟s reputation and resultant reliance on viral or word-of-
mouth marketing is very high. 
 
In summary… buyers (corporate/ private customers) in this industry tend not to be too price sensitive, 
being willing to pay a premium for the exclusivity associated with a stately venue. However, tempering 
this is the fact that customers also wield a significant amount of power over the  providers of these 
products for a number of reasons, and are generally aware of this. This enables them to drive prices down 
and demand higher quality products, which is generally bad news for incumbents. 
Power of Suppliers 
Profit margins will be squeezed if suppliers have strong bargaining power. 
 
Suppliers for corporate/ private events with allocatable costs are primarily entertainments, 
food, drink and catering, consumables, equipment hire, contracted staff, laundry, activities if 
required, agents‟ commissions, and any replacements/ repairs due. The vast majority of these 
operate in highly competitive service provision industries with limited scope for 
differentiation and plenty of close substitutes, so have limited power to dictate prices, quality 
or terms of trade. This keeps costs down for incumbents.  
 
The industry is an important customer of the majority of these supplier groups, reducing the 
power of suppliers. 
 
The cost of purchases from each supplier group relative to total purchases is low, reducing 
the power of suppliers. 
 
Suppliers have minimal to no threat of forward integration as the ultimate consumers have 
no demand for these services. 
 
In summary… the suppliers of services to incumbents in this industry exert little power, which keeps 








BELVOIR CASTLE CORPORATE EVENTS CUSTOMER SATISFACTION SURVEY 
1. What is your job title and role within your organisation? Please supply forwarding details for entry to the draw 














2. What type of event did your organisation last hold at Belvoir Castle (please tick as many as required)? 
 
Meeting/ Conference/ seminar   
Dinner/ ball/ party   
Product launch   
PR/ Marketing event   
Employee teambuilding event   
Valued customer hospitality   
Game Shoot   




3. Overall, how satisfied was your organisation with your most recent event at Belvoir Castle? 
 
Totally satisfied  
Satisfied  
Somewhat satisfied  
Somewhat dissatisfied  
Dissatisfied  
Very dissatisfied  
  












Availability of information 
about the corporate products 
and options available at 
Belvoir Castle 
       
Clarity of information about 
the corporate products and 
options available 
       
Product quality        
Pricing        
                                                 
5
 See http://www.belvoirfireworks.co.uk/ for details. 
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Customer care (from first 
contact to follow-up 
communications) 
       
Service and support during 
the event 
       
 













The event was as you were led to believe it would 
be 
     
The event went as you needed it to      
The event ran smoothly      
 
6. Which statement best describes your experience of our corporate offerings when compared with your experience 
of competitive products offered by other organisations? 
 
Much better  
Better in most respects  
About the same  
Worse in most respects  
Much worse  
Don‟t know  
 
7. How likely is your organisation to use Belvoir Castle for corporate events again?  
 
Certainly  
Very likely  
Likely  
Unlikely  
Very unlikely  
Definitely not  
Don‟t know  
 




Probably not  
Definitely not  
 









Many thanks for your time. Please return completed survey to Belvoir Castle Corporate Hospitality in the freepost 
addressed envelope enclosed. 
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GEOGRAPHIC MAP-PLOT OF LOCALLY IDENTIFIED COMPETITORS IN THE 
CORPORATE HOSPITALITY MARKET 
 
The following plot shows the locally identified competitors with Belvoir Castle in the broad 
„corporate hospitality market‟, and the one-hour drive-time from Belvoir Castle polygon. 
Competitive business location Belvoir Castle 
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GEOGRAPHIC MAP-PLOT OF NATIONALLY IDENTIFIED COMPETITORS IN THE 
CORPORATE HOSPITALITY MARKET 
 
The following plot shows the thirty-two national competitors with Belvoir Castle in the broad 
„corporate hospitality market‟, and the one-hour drive-time polygon. 
Competitive business location Belvoir Castle 
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GRAVITY MODELLING TO DETERMINE RELATIVE ATTRACTIVENESS OF LOCAL 
COMPETITORS BASED ON PROXIMITY TO NEAREST LARGE POPULATION 




: Nottingham = 288700; Leicester = 292600; Peterborough = 163300. 
Exponents of distance decay, attractiveness and propulsiveness taken to be constant across all locations 
due to the relative similarity of quality-of-infrastructure around, and demographics of each. Constant „k‟ 
set at 1/81883.522 in order to scale the result of the most attractive location to „10‟. 
 
 
                                                 
6
 All population data taken from the Office for National Statistics UK Population Survey (2007) at 
[http://www.statistics.gov.uk/statbase/Product.asp?vlnk=15106]. 
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Castle Howard 255 1.0 1.0







Weston Park 150 1.7 3.8
Eastnor Castle 145 1.8 4.1








Belvoir Castle 100.25 2.5 10.3
Warwick Castle
94 2.7 12.1




Althorp 90 2.8 13.5
Leeds Castle 79 3.2 18.7
Hylands House 76 3.4 20.6







Hatfield House 47 5.4 68.6  
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GEOGRAPHIC PLOT OF LOCAL CUSTOMERS 








GEOGRAPHIC PLOT OF NATIONAL CUSTOMERS 
Belvoir Castle Customer location 
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SCATTER PLOT OF EVENTS PER MONTH BY CUSTOMER SINCE JUNE 2005 
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Albany Software Ltd 1 1 40
Alison Lambert 1 1 15
Angel Trains (through Studio 'B Events) 1 1 27
Archer Young/ Picon members annual dinner 1 1 27
Barclays plc 1 1 2 31
Belvoir Health Group Retirement Dinner 1 1 41
Belvoir Hunt drinks party (JR Martin Esq) 1 1 41
BGL Group 1 1 10
BGTF 1 1 15
British Carbon Group 1 1 10
Buckminster Gliding Club 1 1 7
Cambridge University 41st IChO. 1 1 2
Capital One 1 1 36
Cargill 1 1 14
Carillion Services plc events day 1 1 25
Centrex 1 1 32
Chartered Institute of Taxation 1 1 15
Classical Promotions 1 1 1 3 17
Cornell 100th birthday 1 1 23
Cosmic solutions ltd. ? ?
Coutts Bank 1 1 18
CPB Twyford 1 1 41
Daimler & Lanchester Owner's Club 1 1 51
Datapoint 1 1 42
DEFRA 1 1 35
DeMontford University (Art & Design) 1 1 12
Dept for education and skills 2 2 34
Diamond aircraft UK Ltd 1 1 33
East Mids CPD Partnership 1 1 34
Equestrian Events Ltd 1 1 40
Ergonomics Conference Dinner 1 1 29
Exclusive Finance Ltd 1 1 41
fedcred.com 1 1 45
FMC Seminar 1 1 21
Frank Keys 1 1 5
Frankie Goulding 'TA Group' Ballroom Party 1 1 27
General Motors Corporation America 1 1 21
Gifts Hospice 1 1 42
Good Housekeeping Magazine & Belvoir Fruit Farms 1 1 3
Grantham hospital (Ward 5) 1 1 45
Green, Tweed & Co. 1 1 27
Greeting Card Association 1 1 11
Harrowby CE Primary School 1 1 30
HBOS 1 1 32
Taylor Bennett Ltd 1 1 3
Historic Houses Asscn Archivists 1 1 48
John Brydon 1 1 4
KDM/ Mars Private Dinner 1 1 1
Keithley-Fletcher Xmas party 1 1 33
Kings Mill Hospital: Central Notts Hospitals 1 1 43
KPMG 1 1 2 23
KSB Ltd 1 1 22
Kverneland 1 1 5
Leicestershire Chamber of Commerce 1 1 2 14
Lennon wedding anniversary 1 1 36
Lincolnshire Chamber of Commerce and Industry 1 1 2 17
Lincs Tourism 1 1 43
Lloyds TSB 1 1 1 3 0
Loros Hospice Care 1 1 2 10
LSC Group (consulting) ? ?
Lycetts 1 1 2
Marie Curie Jubilee Ball 1 1 10
Marriott Construction (Kier Group) 1 1 17
Mars 1 1 2 16
Mary Watson 1 1 16
Masterfoods 2 1 3 25
Melton Borough Council 1 1 41
Minster Housing 1 1 10
Mrs Cochrane 1 1 18
Norwich Union 1 1 34
Nottingham University 1 2 1 1 5 12
Notts Leukaimia appeal (& Melton Mowbray Rotary Club) 1 1 23
OFSTED 1 1 44
OSI Industries LLC 1 1 5
Out of town ladies' luncheon club 1 1 45
PruProtection Consulting Launch 1 1 22
PWC 1 2 3 17
RBS Corporate 1 1 32
RBS Insurance 1 1 2 20
Serco defence, science and tech 1 1 12
Shergill Photo 1 1 5
Smith Cooper Chartered Accountants & Yorkshire Bank 1 1 3
St Gobain (Britsh Gypsum Ltd) 1 1 19
St James Place Partnership 1 1 1 1 1 1 1 1 1 9 4
Success Matrix 1 1 35
Tenors unlimited 1 1 23
Teresa Graham 1 1 5
The Clay Shooting Company 1 1 37
the Rainbows 1 1 10
The Spaniel Club 1 1 8
Total Networking 1 1 25
Tourism Nova Scotia 1 1 1
Trade travel group 1 1 26
VAST Fashion Shoot 1 1 9
Visit Britain 1 1 2 3
















































































































































Total events per month 1 0 0 1 0 0 3 1 2 3 6 4 1 0 1 3 3 5 2 3 3 2 2 0 5 1 3 0 5 5 2 1 1 3 8 3 3 3 0 4 1 7 1 1 2 0 6 2 4 3 2 1
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COMPARISON OF NUMBER OF CORPORATE CUSTOMERS EXPECTED AT BELVOIR 
BASED ON THE BELVOIR GRAVITY MODEL, WITH ACTUAL NUMBERS OBSERVED 
OVER THE PERIOD STUDIED 
 





Drive time to BC 
from centroid of 
population mass 
(mins)
Actual number of 
companies 
transacting with 







Sleaford 8500 51 2 0.5 1.5
Grantham 35500 26 6 10.6 -4.6
Loughborough 59317 64 3 1.9 1.1
Lincoln 87800 66 5 2.6 2.4
Cambridge 120000 98 2 1.3 0.7
Norwich 132200 162 1 0.4 0.6
Peterborough 163300 65 4 5.0 -1.0
Derby 237900 69 1 6.3 -5.3
Sunderland 280300 270 1 0.2 0.8
Nottingham 288700 47 17 19.7 -2.7
Leicester 292600 61 9 10.4 -1.4
Manchester 458100 149 1 1.8 -0.8
Sheffield 530300 95 2 6.3 -4.3
Birmingham 1010200 117 6 7.1 -1.1
London 8810800 169 23 24.9 -1.9
York 193300 127 0 1.1 -1.1
Liverpool 763800 169 1 2.2 -1.2
Glasgow 1036700 338 0 0.5 -0.5
Boston, Lincs 35500 70 0 0.9 -0.9
Spalding 25000 74 0 0.6 -0.6
Northampton 202800 101 1 2.1 -1.1
Oxford 151000 144 0 0.6 -0.6
Kings Lynn 143500 103 0 1.4 -1.4
Stamford 19525 47 0 1.3 -1.3
Newark on Trent and Sherwood 25000 43 0 2.1 -2.1
Swindon 189500 183 0 0.4 -0.4
Bristol 672900 191 0 1.4 -1.4
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COMPENDIUM OF RESPONSES TO THE CUSTOMER SATISFACTION SURVEY FREE-
TEXT FIELD 
 
“Please suggest any other ways in which we might increase the satisfaction and loyalty of 
corporate customers.” 
Attention to detail of contract specifications were not entirely adhered to on my event but concerns 
quickly dealt with. Xmas card from Rutlands to clients might be a good touch - gets your products on 
display in the events industry. Pay good attention to clients' spec. at all times. Don't promise what can't 
be delivered. Be prepared to admit limitations. 
Our delegates still talk about the wonderful evening. Magical with lit Xmas trees along the corridor in to 
the guardhouse…. Only one thing seems to have been overlooked by the hosts initially. Numerous 
delegates asked about the history of the castle and were met with worried frowns. Eventually it was 
suggested that the chef "might" come into the dinner and give a few words on the topic, but this was not 
possible as he had other duties for the family. However - all was well because Her Grace offered to speak 
to us, gave a lovely talk, and made our evening complete. Thank you. 
I should qualify our response regarding pricing. Due to our association with His Grace the Duke, you 
kindly waived your usual facility fee. It was this action that made the event financially viable for our 
members. 
Prompter replies to email enquiries please. Getting through gates quite difficult (cannot cancel automated 
message and not obvious who to contact). Coffee not very good! 
It would be useful to have greeters on the doors upon arrival. When our party arrived we had to find our 
way in to the hall where we had our reception drinks and then wait for a while to be greeted. For the rest 
of our evening the hospitality was good. 
I do not have any influence as to when events will be held but certainly recommend your establishment 
to colleagues. Personally I was delighted with the service received when I organised an event at Belvoir 
Castle, though it was some time ago now. All staff were friendly and helpful and did their best to ensure 
that the event ran smoothly. Thank you! 
The only aspect I am concerned about was the employment of agency staff for waitressing. Clearly not 
all were adequately trained. One of my VIPs had gravy spilt on her dress and table setting as the waitress 
juggled delivery of 2 plates. That clearly is unacceptable. However, the Castle staff were exemplary. 
CONFIDENTIAL 
 CONFIDENTIAL 106 
 
 
The experience of a fun Christmas party for the staff was excellent. Everyone had a fantastic time. The 
price is probably the stumbling block for some companies in these hard pressed times. 
By keeping up your excellent standards! Well done ALL. 
Bearing in mind it is a castle and it was November! It was very cold and although raising the temperature 
would probably be very difficult it would have been good to have just had a warning. That was our only 
dissatisfaction. 
The only aspect I found to be difficult when organising the event was the telephone system. 90% of my 
calls never connected to a sales person or person of any kind! I had to leave voicemails constantly - very 
frustrating when you simply want a quick answer to something. This could be dramatically improved! 
Belvoir Castle are very good at looking after their clients. Unfortunately, we had bad weather at our 
event and it did cause problems but at no fault to the venue. 
It would be beneficial to hear about / have the possibility of purchasing 'corporate packages' for events 
held at the castle - such as fireworks/ outdoor concerts etc. Fantastic venue and service - price prevents 
us from using it more often however this maintains its exclusivity! 
Continue to use someone (we had Alex) who suggests events/ solutions. E.g. He suggested falconry, 
cream teas, archery, tours etc. even London buses and we went for all of them! That input was most 
valued. 
Discounted price for returning clients. 
Perhaps the idea of an 'exclusive' members club that provides benefits e.g. employee benefits to visit 
castle etc. Opportunity to add heritage to the castle e.g. tree in the company name etc? Business 
partnerships/ associations with corporate customers? 
The venue is beautiful and well located. Main issues involved a competitor sharing the facilities! Also 
several items promised not delivered on the day! 
Our event at the castle was the best ever. The castle looked beautiful. Other ways to improve - keep 
standards high and spend lots of time training your staff. 
We had an IT failure - sound did not work - & there was no-one on hand who could help sort it out. 
Apart from that, & running out of time after dinner, it was excellent. 
Would like to receive updates of events and special offers available at Belvoir via perhaps a corporate e-
newsletter. 
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There is very little I can add. My experience of dealing with the corporate team was seamless and by no 
means onerous, which can sometimes be the case when organising these kinds of events. Thank you. 
Although the cost of our visit was expected and acceptable on this occasion it nevertheless is quite high 
for most of our hospitality events and, for that reason, it is less likely that we would use you again. 









FINDINGS FALLING OUTSIDE THE SET PROJECT OBJECTIVES 
 
This appendix outlines some of the findings made by the author through the study period, which 
fall outside of the objectives specifically set by the client. It is hoped that they will be of some 
interest or use to the marketing and events teams. 
The MARKOR methodology was investigated at some length during the literature review stage 
of the project as a practical measure of market orientation for an organisation. It can be applied 
as a self-assessment and may be carried out by one or more individuals, although clearly the 
more participants, the more rounded an impression is created. If nothing else, it is a list of 
twenty criteria (depending on which version is adopted) which have been empirically proven to 
provide a good indication of the level of market orientation of an organisation. Although it 
would appear that the corporate offers at Belvoir are reasonably well suited to the majority of its 
customers, a conscious assessment of market orientation might well reinforce current practices 
and provide some suggestions for improvement. The conclusion of Jaworski and Kohli‟s (1993) 
paper presents a neat set of recommendations concerning the implementation of a market 
orientation which might have been written for Belvoir Castle. It addresses a number of the 
findings raised. 
 An amount of tension seems to be present amongst all the staff interviewed at Belvoir, across 
several functions. Concerns were commonly expressed about the lack of responsiveness of the 
organisation to recommendations for change, to the extent that staff almost felt it was not worth 
making creative suggestions. 
Concern was also commonly expressed about the lack of inter-departmental and cross-functional 
interaction and communication taking place. The author was told by a number of staff that there 
was a lack of awareness and co-ordination amongst departments, even where a clear case could 
be made for co-operation.  
The part-time nature of some of the senior management may be an organisational weakness. 
Whilst these individuals might be highly competent, they are not able to devote continued 
attention to initiatives and projects, and undoubtedly contribute to the frustration felt by 
members of staff about organisational responsiveness and cross-functional co-ordination. 
The lack of a clearly articulated over-arching „reason for being‟ and accompanying strategy is 
very evident, and not only in the marketing sphere. There would appear to be a real need for an 
agreement of objectives at the highest level, which should then be translated in to a coherent set 
of activities, and communicated across the organisation. The perceived lack of an organisational 
direction was expressed by a number of staff, and served only to exacerbate the frustrations felt 
with communication and co-ordination. The construction of a coherent strategic marketing plan 
could lead the way in setting the agenda for the castle‟s business and private future, and be a 
very constructive and inclusive process, regardless of output. 
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The draw of the castle to corporate customers based on its existence as an ancestral home was 
often called in to question. It was suggested that the value of the location to corporate clients 
was based to a much greater degree on its exclusive and prestigious appeal and the quality of its 
offers than on the identity of its inhabitants. The compromise between preserving the castle‟s 
appeal as a publicly open museum, and its revenue making potential as a corporate venue should 
be carefully weighed and articulated to staff, as the two goals are to an extent incompatible. This 
is classic owner-manager mis-alignment, to which a number of solutions are possible. 
Attention to the symbolic servicescape and to the ethnic market might yield rewards for the 
castle. There is a large Indian community in Leicester who routinely pay high prices for 
extravagant weddings. If this community can be convinced of the castle‟s offer a very lucrative 
market might be found. There is evidence that a welcoming servicescape transcends the actual 
reason for gathering for many minority groups (Rosenbaum, 2005). 
The international market might also present some interesting possibilities. According to an 
article in The Economist (June, 2009) over 60% of visitors from the rapidly emerging 
economies of Brazil, Russia, India and China cite „built heritage‟ as a reason for visiting the UK. 
If these markets can be successfully tapped, another potentially very lucrative source of 
corporate or private business might be found. 
The roll out of a customer relationship management IT would be a big help to the events team. If 
it was used to its potential it would be a huge help in developing targeting plans and in 
developing customer loyalty. It would also make information which is currently held within the 
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